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Rough Proofs 


How come the Federal grand jury 
which indicted those baking compa- 
nies at Philadelphia returned true 
bills aganst only 11 instead of a 
baker’s dozen? 


oe ee 


ADVERTISING AGE reports that 
Mersman Bros., “the country’s larg- 


Trade Commission 
Encounters Squall 
in Appeals Court 


"Perfect" and "Amaz-. 
ing’ Held Not Neces- 


est manufacturers of occasional ta- 
bles,’ may use consumer advertis- | 
ing. Of course they’ve just been 
waiting for the proper occasion. 


| Chicago, 


sarily Deceptive 


Jan. 15.—The United 


| States Circuit Court of Appeals for 


> 


Reports that Dwight Green, Illi- 
nois’ new governor, may be presi- 
dential timber have been strength- 
ened by his vigorous drive against 
sales taxes on food. It’s hard to 
find a voter who doesn’t buy groc- 
eries. 

or 


With Charles E. Wilson president 
of General Electric and Charles E. 
Wilson president of General Motors, 
something ought to be done in be- 


the Seventh Circuit not only modi- 
fied a Federal Trade Commission 
order agaixst the Kidder Oil Com- 


made scathing references to a gov- 
ernment testing bureau, causing 
minds of observers to recall the 
pending FTC case against Good 
Housekeeping. The Commission 
charged that Good Housekeeping | 
tests of advertised equipment were | 
not always above reproach 


Fog of Uncertainty 


half of General Mills and General 


Foods. : 


"i= @ 


There’s ~another big advertiser 


The Court of Appeals said that 
‘a fog of uncertainty and indeci- 
sion prevails in the United States 
Bureau of Standards,” at least as 


who ought to have had a hunch far as results attending use of 


about the proper name for its chief 
executive, in view of its slogan, 
“Wilson, that’s all.” 


9 F 


DeWitt Clough suggests that a 
lot more advertising managers 
would become presidents of their 
companies if they stayed with them 
a little more persistently. But ad- 
vertising men always did like to 
travel. 

7, = 


Reports from Washington 
his is not going to reintroduce that 
bill to tax all advertising expendi- 
tures ovet $100,000 a year. Gosh, 
did the spirit of peace on earth, 
good will to men, extend all the 
way to California? 
. = | 


Forty-three state legislatures will 


be grinding out new laws in enor-_ 


mous quantity during the next few 
months. This is one non-defense 
industry which always works over- 
time. 

* FF = 


The year just ended, remarks 


Liberty, “was wrenched from all 
that went before by forces that 


shook the world and shattered soft | 


tradition; it was not an end, but a 
beginning.” 

That’s right—in 1940 Pepsi-Cola 
really started to make things inter- 
esting for the boys from Jo-jo. 


, | 


Palmolive soap, writes an ADVER- 
TISING AGE historian, “is regarded 
tenderly not only by media repre- 
sentatives but by the advertising 
world at large.” 

ves, but the tender regard of the 
media reps is unequaled for con- 
Stancy. 

7 7. 


*hilip Morris can’t use the words 
“London W” or “English” on its 
tigaret packages, the FTC says. 
Mi ybe this is a privilege which is 
‘o be reserved for Sir Walter Ra- 
eich. 


v we 
‘he agency which developed the 
daytime serial technique led the 
feli in network radio again in 
194), 


And the nice thing about it 
S$ ‘hat the authors of soap operas 
jor't have to worry about ASCAP. | 


Copy Cus. 


indi- | 
cate that Congressman Jerry Voor- | 


graphite in lubricants is concerned. 


It criticised the FTC for relying 
on tests made by the Bureau of 
|Standards seven years ago, and 


questioned the propriety of a Com- 
|mission ruling that its examiner's 


report is not a part of the record | 


presented to the court. 

The advertising interest centered 
/ around the claim made by the Kid- 
j\der Oil Company that “Koatsal 
‘reduces friction as much as 50 per 
|eent, provides perfect protection 
|against burned out bearings, and 
(Continued on Page 38) 


‘Mademoiselle’ and 
‘McCall's’ Figures 
Shown Incorrectly 


| 
| Chicago, Jan. 16.—Because an 
'error in tabulation in the record of 
1940 magazine advertising which 
appeared on Page 30 of the Jan. 13 
issue of ADVERTISING AGE resulted 
in incorrect 1940 totals being shown 
for McCall’s and Mademoiselle, 
'and because this tabulation is 
widely used for reference purposes, 
the complete tabulation being 
reprinted on Page 36 of this week’s 
issue. 

McCall's total for 1940 was 
shown as 235,823 lines, or 346.8 
| pages, whereas it should have been | 
|shown as 459,530 lines, or 675.8 
pages, an increase over 1939, when 
this publication printed 418,990) 
lines, Or 616.2 pages. 

Mademoiselle, 
|credited in the table 
lines, or 1,071.2 
should have 
622,993 lines, 


is 


which was} 

with 459,530 
pages for 1940, 
been credited with 
or 1,452.2 pages for 
that year, a substantially larger 
increase than was shown over the 
publication’s 1939 total of 264,822 
lines, or 617.3 pages. 
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pany, of La Crosse, Wis., today, but | 


CHESTERFIELD PROMOTES TOBACCO BOOKLET 


This book TOBACCOLAND + U+«S+ A+ 
gives thousands of smokers like yourself 


the facts about tobacco and... 


( ‘hesterfields “= 


MILDER, BETTER TASTE 


To the keen interest of the 
thousands of men and women who veut 
our Chesterfield factones, » 
of publishing the book, “TOR Wr 
USA” It is a comprehensive picture story 


ec owe the shea 
OL AND 


about the growing, curing and process- 
ing of tobacco, telling you why Chestertields 
Are MADER COOLER SMOKING anc! BETTER TASTING 


Whi are prond of the hundreds af letters from 
smvabers lhe yours! whe have wee TORICCOE END sa 
Many have ashed «5 to sewd capers to th wl We wromtd tale 
Pleasere a wading roe asl vor request to l ggett 
& Myers Tebecee Co. 610 bith Avewee, New ort, N 


Current newspaper advertising for Chesterfield is given a new twist with heavy 
emphasis on a free booklet dealing with tobacco growing, curing and blending. 


(Story on 


Page 38.) 


| Vernon 


AFA Finds Voorhis 
ls ‘Firm Believer 
in Advertising’ 


Won't Re-Introduce His 
Bill at This Session, 
Murphy Is Told 


New York, Jan. 15.—Despite his | 


action in proposing a heavy tax on 
advertising expenditures in the last 
session of Congress, Representative 
Jerry Voorhis of California is a 
firm believer in advertising—‘and 
plenty of it’—as a vital instrument 
of American business. 

This assurance was conveyed to 
members of the Advertising Feder- 
ation of America this week by 
Charles E. Murphy, general counsel 
of the AFA, following a discussion 
of the situation with the Congress- 
man in Washington. At the same 
time Mr. Murphy reported a denial 
on the part of the Department of 
Justice that it had “instigated” the 
tax measure. 

According to Mr. Murphy, Mr. 
Voorhis does not plan to reintro- 
duce his bill. If he proposes legis- 
lation involving a tax on advertis- 
ing during the present of 

(Continued on Page 40) 


session 


General Motors and 


P & G Again Top 
Spenders in 1940 


Complete Tabulation 
of $100,000 Advertisers 
| Presented 


Chicago, Jan. 
leaders in advertising volume— 
General Motors in magazines and 
Procter & Gamble in network radio 

held their traditional No. 1 spots 


during 1940, an analysis of the 
leading advertisers in these two 
media, prepared from material 


| gathered by Publishers’ Information 
| Bureau, discloses. 
A complete tabulation of 300 ad- 


vertisers spending more than $100,- | 


000 in national magazines, and of 
100 advertisers spending more than 
$100,000 on network time during 
1940, is presented on pages 21, 22, 
23 and 24 of this issue. A four-year 
record for each is shown. 

General Motors’ magazine expen- 
diture was $6,717,144, while the 
Procter & Gamble radio expendi- 
ture which put it on top of the heap 
reached the staggering sum of $10,- 
999.416. The General Motors’ 1939 
| (Continued on Page 40) 


Last Minute News Flashes 


General Tire Makes Radical Change in Dealer Copy 


New York, Jan. 17.—General T 
radical change in its 50-50 dealer 
distributors’ meeting here. 
cost of newspaper advertising, but 


Hereafter 


ire & Rubber Company disclosed a| 


newspaper advertising policy at a 
the company will pay the full 
dealers must match the expenditure 


in other local media, including outdoor, radio, direct mail and display 


Air Express Adds General 
New York, Jan. 17. 
has appointed Erwin, Wasey & Co. 


paign, tentatively scheduled for four papers 


as agency for all other advertising. 


Magazines to List 


Air Express Division, Railway Express Agency, 


to handle a general magazine cam- 
Caples Company continues 


“World-Telegram” Boosts Fletcher, Williamson 


New York, Jan. 17 
World-Telegram, today 
advertising director, to associate 
Fred R. Williamson, local adver 
Brooks continues natic 


N. S. M 


as 


announced 


acNeish, business manager of the 
advancement of Hal J. Fletcher, 


business manager, a new position. 
tising manager, succeeds Fletcher. 
yal advertising manager. Richard 


Murray is placed in charge of department store advertising, and Charles 
I. Schwat directs all other local classifications 


N. Y. Auto Show Cancelled; “Some” New Models 


Detroit, Jan. 17. 


16.—Time-honored | 


NRDGA Told Facts 
Are Prerequisite 
for Selling Copy 


Pre-Evaluation of Ad- 
vertising Essential, 
Retailers Hear 


New York, Jan. 
the honored 


16.—In spite of 
adage, “It Pays to 
Advertise,” modern retail advertis- 
ing has not progressed very far 
beyond the stage where only about 
half of it pays, Charles M. Edwards, 
Jr., associate professor of retailing 
jat New York University, told the 
| National Retail Dry Goods Associa- 
| tion here this week. 

Dr. Edwards’ discussion of a 
survey that has been in progress 
since 1938 highlighted a convention 
|}theme which was secondary only 
_to the chief defense keynote of the 
meeting—greater productivity in 
;}merchandising. The participation 
of the Bureau of Advertising of the 
| ANPA in the program emphasized 
| the quest for improved methods. In 
jaddition, the use of informative 
labels as a constructive selling ges- 
ure also contributed to the discus- 
sion of this theme. 


| Find 250 Success Factors! 


The research project described 
by Dr. Edwards has been conducted 
with the cooperation of sé€veral 
major department .stores and a 
large chain organization which 
operates stores of all volume classi- 
fications throughout the country. 
Employing the check-list technique, 
researchers have already isolated 
250 factors that contribute to the 
success or failure of an advertise- 
ment. Dr. Edwards mentioned only 
a few of the significant elements, 
promising that a compilation will 
be made available soon. 

The investigation has _ proved, 
| Edwards said, that an adver- 
|tisement’s chance for success in- 
|variably increases as the number 
|of pertinent merchandise facts 
included in the copy increases. The 
|more facts an ad contains the more 
sales result, he declared. 

“This doesn’t mean that the mere 
;cramming of all conceivable facts 
into an advertisement assures its 
success,” he pointed out. “It means 
that an imperative condition for 
fullest success is the inclusion of 
all essential merchandise facts that 
the customer needs or wishes to 
know about any given article 
before she can or will buy. 

“Isn't this finding supported by 
and doesn’t it lend credence to the 
consumer movement, the theme of 
which is ‘the customer wants 
know’?” 


_— 


to 


Omission of Facts Cited 


Typical of the errors of omission 
jcited by Dr. Edwards in the copy 
|thus far analyzed were: 

A raincoat ad which failed to 
|}mention the material of which the 
|coats were made; a uniform ad 
| which failed to mention prices of 
jany of the garments; an electric fan 
ad which failed to mention the size 
|of the blades; a draperies ad which 
failed to mention the colors avail- 
| able. 

Pre-evaluation of all advertisine 
|copy is essential in order to achieve 
|maximum productivity of copy, Dr 
Edwards asserted. He mentioned, 


Following cancellation of the National Automo-|in passing, that R. H. Macy & Co 
| bile Show scheduled for New York in October, some local organizations | has been pretesting its copy for the 


indicated they would hold the usual shows, barring unforeseen develop- |past 18 months with the aid of a 


ments. is included 
Manufacturer: 


with sibstitutes used for 


Chicago in 


Automobile 
models,” 


this 
Association, 


list Alvan Macauley, president, 
said there will be “some new 
chromium and stainless stee] 


21-point check 
\NYU project. 
' By acting as host at a luncheon 


list based on the 
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ADVERTISING AGE 


on 20, 194) 


meeting, the Bureau of Adv ertising | 

set a precedent for NRDGA con B if| h p) | 
ventions. Edwin S. Friendly, busi- | rl IS ea ers 
ness manager, New York Sun, and | 


chairman of the committee in | | f Ch 

charge of the bureau, was i e 0 anges 
man of the session. Frank E. Tripp, | 

general manager, Gannett News- | 

papers, and Wilder Breckenridge, | roug f y al 
sales manager of the Bureau, were | 

the speakers. 

Mr. Tripp emphasized the inter- 
dependence of newspapers and re- 
tailers, while Mr. Breckenridge 
presented a slide film review of the 


"Business as Usual'' 
Phase Ended, Nelson 
Tells NRDGA 


continuing study of newspaper | 
reading. | New York, Jan. 16.—Realism 
The trend toward improved |supplemented conjecture here this 


labeling was discussed by several | week as several thousand members 
speakers during the course of the |of the National Retail Dry Goods 
convention. H. J. Kenner, general | Association gathered for their 
manager, New York Better Busi-|30th annual convention, peered 
ness Bureau, reviewed the progress | anxiously into the uncertainties of 
of this merchandising development |the future and lent rapt attention 
and predicted its continued growth. |to grim experiences recounted by 
Fred C. Hecht, Sears, Roebuck & | visiting British retail store execu- 
0., described the results achieved | tives. 
through the “Infotag” labeling pro-| Although assured by economists 
gram. These informative labels|that the expanded purchasing 
have cut down merchandise re-| power made possible by the defense 
turns, built consumer good will and | program will spell new sales oppor- 
acted as silent salesmen, he said. |tunities for retailers, the gathering 
oo | was also warned by defense leaders 
Joins Fisher-McKenzie that the “business as usual” phase 
Bob Chambers, illustrator, has of the emergency is over and the 
joined the advertising art staff of |unprecedented armament schedule 
Fisher-McKenzie, Inc., New York./cannot be superimposed on our 


|normal 


CHARTS BEST TIME TO ADVERTISE 


JAN. FEB. MAR APR. MAY JUNE JULY AUG. SEPT. OCT. NOV. bec. | 


This chart, developed by Wadsworth & Walker, New York agency, shows "the 

average response to the advertising of a standard article of general appeal." 

It is based on the agency's experience with keyed advertising, cross-checked with 
the experience of 24 big mail users. 


economy. 
The latter theme was hammered 


home by Donald M. Nelson, direc- | 


tor of purchasing, Office of Produc- 
tion Management, who asserted: 


Defense Comes First 


“When the defense program was | 


first undertaken the general policy 


was to superimpose it on the nor- | 
mal requirements for the civilian | 


population and orders were placed 
with industries with that idea in 
mind. The defense program has 
now, however, passed into the sec- 
ond stage. Because of events abroad | 


we have to speed up procurement | 


of defense items and the defense | 
program can no longer be superim- 
posed. It must go along, coordi- 


(2 _{ pID you say 
“ A MILLION? 


=~ 


A billion is an awful lot, especially when you are talk- 
ing about dollars. Recent figures show that the 
wholesale sales in the Memphis market area total 
$1 ,082,032,870.00 — MORE THAN ONE BILLION 
DOLLARS. Here is a market which ranks as |7th 
among 98 cities throughout the entire United States 


in wholesale trade volume. Moreover, the new 

Tennessee Powder Plant, located just outside Memphis’ city limits, a 
$20,000,000 project, is now employing better than 9,500 skilled and un- 
skilled workers, with a MONTHLY payroll of over $300,000. No wonder 
that RETAIL sales, too, have boomed to a new high — $432,137,000. 
WMC, the pioneer radio station of the Mid-South, is located at the 
very hub of 76 counties, which comprise this rich Memphis market; 
situated to carry sales messages to 399,540 Mid-South radio homes. 
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nate with the 
civilian needs. 

“We must have the material with 
which to defend ourselves against 
any aggressor. If it is possible to 
produce what we need and still 
take care of our business as usual 
ithat, of course, is what I want to 
do, but we must have the defense 
material regardless.” 

Tells Forbidden Themes 


Departing from his prepared 
|text, Mr. Nelson emphasized the 
|attempt to time government pur- 
chases so as to provide the least 
possible conflict with civilian pro- 
duction. He also mentioned the 
jrole of the retailer as a morale 
|builder in his community, with the 
| use of “buy now” 
themes and other moves calculated 
‘to increase prices of consumer 
goods artificially as practices to be 
avoided. 

Changes in consumer buying 
|habits and distribution techniques 
in war-torn Britain were described 
by I. M._ Sieff, vice-chairman, 
Marks & Spencer, Ltd., London. 
Women in particular have shown 
themselves to be realists, he re- 
| ported. 
| “Most women have realized that 
|for themselves and their children 
the utility factor must play the 
dominant role in their choice of 
goods,”’ he said. “Whether it be a 
siren suit for air raid precaution | 
work, or whether it be a warm 
wool coat for the air raid shelters, 
whether 


requirements for 


| 
| 


their children or whether a hold-all | 


handbag, the first 
must be utility. Fashion, therefore, 
except in rare cases, has played 
little part in determining the selec- 
tion of goods. The more staple the 


article, the less its sales resistance. | 


Even assuming that there were no 


limitations on civilian buying there | 


|} would be an elimination of a large 
|variety of goods, and concentration 


by manufacturers and distributors | 


on simple styles of utility goods. 
The catalogs would be reduced and 
stocks smaller 


tendency, naturally, has been in- 


tion.” 

During the past three months 
new restrictions have been im- 
|posed which have limited still fur- 
|ther the amount of consumer goods 
available to the buying public, he 
revealed. Retail prices have been 
rigidly controlled by government 
edict. 

One of the most interesting dis- 
tribution developments 
by Mr. Sieff has been caused by 
widespread damage to stores. Re- 
tailers are now bringing their goods 
to buyers, using showrooms and, in 
some cases, even garages for dis- 
play facilities. 


Situation in Canada 


Reports on business conditions in 
Canada, presented by Alex Pollock, 
Henry Morgan & Co., Montreal, dis- 
closed that department store sales 
last year were higher than for any 
year since 1929. An _ extremely 


advertising | 


stout shoes and boots for | 


consideration | 


and cleaner. This| 


tensified by limitations of produc- | 


described | 


—__. a 
— 


heavy tax burden, however, was 
cited as a deterrent to consume; 
| buying in 1941. 

Department stores should reap 
‘the fullest benefits of increased 
national income, in the opinion of 
| J. A. Livingston, economist of Busj- 
|ness Week. Estimating 1941 in. 
/come as between 80 and 84 billions, 
/compared with 74 billions for 1940, 
| Mr. Livingston pointed out that the 
‘imposition of priorities by defense 
| officials will affect most seriously 
j;hard goods such as automobiles, 
‘electric refrigerators and other 
products involving the use of aly. 
minum, steel and copper. These 
products, however, are not depurt- 
ment store volume producers. Thus. 
he concluded, consumer purchasing 
power will be concentrated on such 
goods as clothing, jewelry nd 
household furnishings. 

Department stores in factory dis- 
tricts should flourish, he added. He 
also suggested that stores which 
| ordinarily do not sell chiefly to fac- 
tory workers might do well to cul- 
| tivate this class of trade. 


Ruthrauff & Ryan, 
L & T Take Pall 
Mall, Half & Half 


New York, Jan. 15.—Young & 
Rubicam terminated relations with 
|American Tobacco Company this 
week by resigning the Pall Mall 
cigaret and Half & Half tobacco 
accounts, thus ending an agency- 
client relationship which lasted 
nearly three years. 

Pall Mall cigarets are made by 
American Cigarette & Cigar Com- 
pany, a subsidiary of American 
Tobacco, while the pipe tobacco is 
made by the parent company. 
Young & Rubicam was assigned the 
Pall Mall account in September, 
1938, and the other five months 
earlier. Total expenditures for the 
|two combined were well over the 
| $500,000 mark in 1940. 

No announcement was made as 
‘to why the agency resigned the 
accounts, but it was learned that 
jthe client had made _ increasing 
|\demands on_ personnel of _ the 
agency for extra service. Y & R 
|was unwilling to meet these de- 
|mands, choosing instead to drop the 
| business. 

The company lost no time in 
|placing the business which Young 
& Rubicam resigned. The Ameri- 
can Cigarette & Cigar Company 
account, including not only Pall 
Mall but Corona and International 
cigars, went to Ruthrauff & Ryan. 
|Lord & Thomas added American 
| Tobacco Company’s Half & Half to 


|the business it now handles. 


Joins Stewart & Ross 


| Hugh F. Thomas, formerly with 
|Tobin Packing Company, New 
|York, has been appointed sales 
manager of Stewart & Ross Cor- 
poration, New York. He was pre- 


viously with George A. Hormel 
& Co. 
Earl Dempsey Promoted 


Earl Dempsey, advertising man- 
ager in charge of the classified and 
hotel and travel departments of the 
Boston Herald-Traveler, has been 
|given the additional post of adver- 
tising manager in charge of local 
advertising. 


Marvelous Marin Appoints 

Marvelous Marin, Inc., a county- 
wide chamber of commerce [0° 
Marin County, Cal., has appointed 
Theodore H. Segall Advertis:né 
Agency, San Francisco, to handle 
its advertising. Newspapers, rodie 
and direct mail will be used 
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inl940 
| the circulation of The Chicago 
| Daily News reached the highest 
peak in its history. 
) 
) in 1940 
G, oof Y, Y, The Chicago Daily News pub- 
COU “Deter DOP... | | 
lished MORE Total Display 
; Advertising than any other 
] 
S . . 
newspaper in Chicago — morn- 
0 
ing. evening or Sunday.* 
; 
: 
e 
; in 1940 
e 
; 
. The Chicago Daily News led 
8 all other Chicago newspapers — 
R 
a“ morning, evening or Sunday 
n 
g —in Department Store 
i- 
. 
i i 
i Advertising.* 
1. 
n 
W 
1 The Chicago Daily News carried 
. be] » 
Chicago’s HOME Newspaper : ee 
MORE Retail, General and -_ 
\- a 
d - 
e e . 7 . + - . os 
: with the most valuable circulation in the city Total Grocery Advertising than 
7 
any other Chicago newspaper — 
S 
“ *% m o S | . gait. 
: morning, evening or Sunday a 
ig —— 
le DAILY NEWS PLAZA, 400 West Madison Street, CHICAGO . 
0 —and more than both other 
, NEW YORK OFFICE: 9 Rockefeller Plaza 


DETROIT OFFICE: 4-119 General Motors Building Chicago evening newspapers 


SAN FRANCISCO OFFICE: Hobart Building 


COMBINED!* 


*% 


*Source: Media Records. Ine. 
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Tobey Back with 
Resolution on 
‘Radio Monopoly’ 


Commission; (4) the effect upon 
| the public interest of any contract 
pertaining to radio to which any 
such licensee or any broadcasting 
network is a 
any 
licensee, broadcasting network, or 
any person, 
tion, engaged in any business relat- 


(5) 
such 


and 
any 


party; 
attempts made by 
company, or corpora- 


ing to radio, or by any attorney, 


* * agent, or representative of any such 

Asks Investigation of licensee, network, person, company, 
Set Sales, as Well @$|or corporation to unduly influence 
Broadcasting his duties with respect to any 
matter pertaining to radio. The 


Washington, D. C., Jan. 14.—In 
an even more pessimistic frame of 
mind than a year ago, when he 
introduced a somewhat = similar 
measure, Senator Tobey, of New 
Hampshire, has presented to Con- 


committee shall report to the Sen- | 
ate, at the earliest practicable date, Liberty, Life, Newsweek and The 


the results of its investigation, 


together with its recommendations, 


if any, for necessary legislation.” 


Vick Inhalant 
Goes National 
with New Drive 


New York, Jan. 16.—Following 
tests in several markets during the 
past few months, Vick Chemical 
Company this week achieved na- 
[tional distribution on its new 
inhalant product and _ simultane- 
|}ously launched an extensive cam- 


any public official in the exercise of |paign in magazines and spot radio. 


Newspaper copy is expected to fol- 
low shortly. 
On the magazine list are Collier’s, 


Saturday Evening Post. Radio an- 
nouncements are to be used on sta- 
|tions in virtually all important 


| 
|markets throughout the country. 
Morse International is the agency. 
The new inhalant will be offered 
as an aid to “more comfortable 
breathing” with the recommenda- 
tion that it can be used as often 
as the sufferer desires. The prod- 
uct is priced at 30 cents. 


Richardson Joins Seeds 


H. J. Richardson, Jr., has been 
made assistant to the president of 
Russel M. Seeds Company, Chicago, 
and will represent the company in 
New York. 


Furrier Names Gardner 


Wells-Treister, New York, whole- 
sale furrier, has appointed Alvin 
Gardner Company, New York, to 
idirect its advertising. 


a 


Jolly to La Plant 

Fred R. Jolly, formerly 
| photographer of Caterpillar Tracto, 
| Company, hasbeen appointeg 
|advertising manager of LaPlant. 
|Choate Mfg. Company, Cedar 
Rapids, Ia. 


| ene . 

Philips Heads White Rock 
A. E. Philips, vice-president ind 
general manager of Tea Garden 
Products Company, San Francisco 
has been elected president of Whit¢ 
Rock Mineral Springs Company 
New York. by 


Names M. H. Hackett 


Anchor Hocking Glass Corpor; 
tion, Lancaster, O., has appointeg 
M. H. Hackett, New York. to 
handle its advertising. 


Chief 


gress a resolution providing not 
only for a sweeping investigation 
of alleged monopoly in radio, but 
for a study of the extent to which 


any radio executive may have 
sought unduly to influence any 
public official. He also asks if a 


monopoly exists in the sale of radio 
receivers. 

Senator Tobey’s measure appears 
to have as little chance for suc- 
cess as the half dozen proposals 
made to regulate liquor advertising. 
No less than four liquor advertising 
bills have been introduced in the 
House, while the Senate received 
one from the veteran Arthur Cap- 
per. The Senator, a long standing 
foe of John Barleycorn, has pre- 
sented a bill “to prohibit the trans- 
portation in interstate commerce of 
advertisements of alcoholic bever- 


ages. 


The Tobey Resolution 


Representative Culkin, of New 
York, is the author of the four | 
House bills on regulation of liquor 
advertising. One is identical to the 
Capper bill. Another would setae | 
hibit advertising of alcoholic bev- | 
erages by radio. 

Senator Tobey, who, as a Repub- | 
lican, apparently feels that the | 
defeat of Willkie was due some-| 
what to the influence of radio, | 

| 


garbed his new resolution in this 
verbal robe: 


Text of Resolution 


“Resolved, That the Committee | 
on Interstate Commerce, or any 
duly authorized subcommittee 
thereof, is authorized and directed 
to make a full and complete inves- 
tigation with respect to (1) the 
existence, extent, formation, legal- 
ity, and effect upon the public or 
any individual or group, of any 
monopoly in radio broadcasting or 
any phase thereof or in the produc- 
tion, sale, or distribution of radio- 
receiving or broadcasting appara- 
tus; (2) the administration by the 
Federal Communications Commis- 
sion of those provisions of the 
Communications Act of 1934, as 
amended, which relate in any man- 
ner to radio communication; (3) 
the manner of exercise by licensees 
of the Federal Communications 
Commission of the privileges con- 
ferred upon them by their lieenses 
from the Federal Communications 
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Fisk Safti-Flight 


black and white stripes are used in 


Speakers at the meetings in The new policy comes as the 
ief highway safety measures. cluded Howard N. Hawkes, general | rl ile Names result of the recent announcement 
tor . Fisk will market six types of the sales manager of United States of National Transitads, Inc., to 
ed Tires to Be Pushed new tires for trucks and six for|Rubber’s tire division, and C. s.| ‘accept advertising only through 
yt - . . 

ll passenger cars. The passenger car|Durban, manager of advertising 2 A encie {1} recognized agencies and to allow 
lar by U. 5. Rubber line will include the Fisk Air-|and sales a, g .) the full 15 per cent standard agency 
Chicopee Falls, Mass., Jan. 16—|Flight Deluxe, the Air-Flight, | commission. National Transitads, 

An intensive advertising and sell-|Windsor, Multi-Grip, one Fisk | Brown Joins Schautz Inc., covers over 70 per cent of the 


ing drive for its Safti-Flight tires 


'Safti-Flight made with rayon and 


Paul Brown, formerly 


_ Handle Car Cards 


nation’s street cars, subways, mo- 


ind will be carried out this year, more | one with cotton. The truck line will | : ao ; , or coaches, elevated and suburban 
len than 100 United States Rubber and jinclude the Fisk Delivery built once agg ap anor = oo — 16-——The W trains. The Wrigley company re- 
co, Fisk salesmen were told at their | with rayon, the Fisk Transportation | | account eneteline ef William. A. | wri ao Ir ; Com Baal ard ies cently announced its support of this 
mg annual conference here last week. | built with cotton, the Fisk Trans- | schautz, Inc.. New York. bie il th: e _ Sweex /new company in order to bring 
’ The black and white stripes identi- | portation built with rayon, the A-S, | - pes pene sesgee soak ro pe national | apout a standardized method of 
fying the safety tire, wrich will be Safti-Flight and Multi-Grip. Three |» — . schedule OF street car and transpor- | placing transportation advertisin 
ysed in advertising, also were|new lines of passenger car tubes Constitution to Build tation advertising would hence- | throughout the United States, : 
stressed at the convention through |being introduced are the Safety- | The Atlanta Constitution is pre-j|forth be placed through advertis- 
ra- the use of black and white ties,|Sealer, Safti-Base and the Fisk |P@Ting to build a four-story build- | ing agencies and revealed that eight Names Eight Agencies 
ted professional models demonstrating|Heavy Duty. The Fisk Transpor- | So W.. Alabama and Forsyth ae agencies would share the business.| The agencies appointed are Ait- 
to what stripes mean in costuming | tation and the Fisk Heavy-Duty | as its affiliated ier’ tae © South- Heretofore the company's car card |kin-Kynett Company, Philadelphia; 
ie and motion pictures showing how /are two new truck tire tubes. ern Engraving Company. business has been placed direct. Lake - Spiro - Shurman, Inc., Mem- 
phis; J. Walter Thompson Cem- 
/pany; Joseph Katz Company, Bal- 
|} timore; Arthur Meyerhoff & Co., 
Chicago; Fitzgerald Advertising 


Agency, New Orleans; 
ker-Nickels Company, 
Ruthrauff & Ryan. These agencies 
were selected on a basis of specific 
experience fitting in with the com- 
pany’s program of. localizing its 
advertising and merchandising 
efforts, according to the announce- 


Eddy-Ruc- 
Boston, and 


ment. All but two of these—J. 
Walter Thompson and = Arthur 
Meyerhoff—are newcomers to the 


Wrigley organization. 

“Now that transit advertising has 
been organized On a sound basis, 
and a healthy spirit of cooperation 
has been established between buyer 
and seller,” said H. L. Webster, 
Wrigley advertising manager, “we 
feel that our efforts in this major 
field of advertising will be greatly 
benefited by the creative services 
of advertising agencies. We believe 
that agencies are in a better posi- 
tion to explore the many techniques 


In the last six months of 1940, women laid down more 
money at newsstands for GOOD HOUSEKEEPING than 
for any other monthly magazine carrying advertising. 


A 39% INCREASE in newsstand sales is Right now, both Good Housekeeping’s 


. . ‘ ‘ i being used so successfully in car 
important news for advertisers about any newsstand and its total circulation are at the card advertising, and to produce 
. j ° ° ° . . : ‘opy and merchandising ideas that 
magazine gl But when that increase 18 highest in 1ts history! 62 ¢ Startling evidence pa from a manana study and 
earned by a magazine selling for 25¢ of editorial vitality and of reader confidence. es 6 ee ae. a 
advertising has always been the 


backbone of our advertising efforts, 
and now that the way has been 
cleared for a healthy participation 
by agencies we are confident that 
our results will be more satisfac- 
tory than ever.” 

In addition to the eight agencies 
enumerated, the Wrigley “agency 
family” includes Frances Hooper 
Advertising Agency, handling mag- 
azine copy; Charles W. Wrigley 
Company, handling outdoor; and 
Vanderbie & Rubens, handling a 
special radio spot promotion. 


copy, that’s front-page news! 
QUERY TO ADVERTISERS 


Doesn't it stand to reason that higher purchas- 
ing power at the newsstand means higher pur- 
chasing power at the retail outlet where your 
product is bought? Isn't the Good Housekeeping 
homemaker the one you really need to reach in 
19417 


With a total net paid circulation in 
December, 1940, of over 2,500,000 copies, 
Good Housekeeping’s December newsstand 
sale was over 780,000 copies. That’s over 
$195,000 a month, cash money, that home- 
makers are paying at the newsstands to read 
“The Magazine America Lives By.” 


Bomze Appoints Bauer 


H. Bomze and Bro., New York 
and Philadelphia, maker of June 
Arden frocks, has placed its account 
with Adrian Bauer Advertising 
Agency, New York. Women’s maga- 
zines and dealer promotion material 
will be used. 


Admit Twe to NBPA 


| Bramson Publishing Company, 
Detroit Publisher of Tool Engineer, 
‘and Construction Digest, Indian- 
apolis, have been elected to mem- 
bership in the National Business 
Papers Association. 


The Magazine 
America Lives by 


Housekeeping 


25¢ on newsstands 
$2.50 a year 


SOLD BY THE WEEK 
IN ONE OR 43 CITIES! 


Whaley Taxiposters are sold 
on a weekly basis. Each ad- 
vertiser has exclusive show- 
ing on all «vailable taxicabs 
in the city or cities selected. 
Average cost 10.4c per thou- 
sand. For details write Wm. 
E. Whaley Co., Washington 
Bidg., Louisville, Ky. 


WHALEY 


ra xiP0 —— 


' | was over 2,500,000 ‘copies 


Good Housekeeping’s rate is based on 2,100,000 
...S0 we delivered to advertisers a Christmas bonus 
of over 400,000 copies at 25¢ apiece 
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6 
group of advertisers, follow: 
Walter Fanning, advertising man- 


Advertisers Plan ager, Nunn-Bush Shoe Company— 
fo Drive Ahead sire sce". 


| vertising to be vital to its future, it 
. 
Despite the Fog 


| Plans to continue its 1940 schedule, 
More Institutional Copy 


which was 67 per cent above that 
of 1939. We have not undertaken 

Predicted for Insurance 

Value 


= 


|}manufacture of shoes for army 
| wear. We are making officers’ shoes, 
which are purchased by individuals. 

A trend is evident among manu- 
facturers making armaments or in- 
cidental supplies to shift from prod- 
uct to institutional advertising. 
Indicating an active appreciation of 
long range problems, such advertis- 
ing is likely to prove more resultful 
than that usually created under the 
spur of intense “normal” competi- 
tion. 


Chicago, Jan. 16.—Though many 
advertisers are obviously nervous 
over some phases of the national | 
outlook for 1941, it is equally evi-| 
dent that they are convinced that the 
only logical course is to maintain 
normal or above normal advertising 
schedules as long as possible in 
view of the country’s anomalous po- 
sition. If the United States were 
free from the shadow of war, un- 
restrained jubilation would be in 
order. Almost without exception, 
however, leading advertisers in- 
forming ADVERTISING AGE of their | 


Stein Pushes Forward 


Joseph M. Kraus, 
manager, A. Stein & Co.—We have 
appreciably stepped up the styling 


cided upon aggressive advertising; 
have developed the most outstand- 
ing auxiliary merchandising aids 
for dealers we have ever produced; 


plans indicate a careful watch is! have further liberalized our sales- 
being kept on day-to-day develop- | men’s compensation to furnish! 
ments. |maximum incentive. We _ believe 


Some of the typical forecasts of | 
activities for the coming year gath- | 
ered from an extremely 


that for the next six months busi- 
ness conditions warrant the judi- 
varied! cious added investments we will 


| . 
radio 
general sales | 


and quality of our lines; have de-| 


‘make in the immediate future. 

F. G. Hulburd, director, advertis- 
ing and sales promotion, Victor 
Adding Machine Company—Our at- 
titude for 1941 will be to continue 
our advertising and sales promo- 
tion and to intensify our selling 
efforts. 

P. V. D. Lockwood, advertising 
manager, New York Central System 
—The times are so unsettled that it 
is not possible for us to say, except 
for a short period in advance, what 
our advertising activities will be. 
They can be forecast only from 
month to month and even at that 
rate are subject to change if cir- 
cumstances should require. 

Edgar G. Herrmann, acting sales 
|/manager, Zenith Radio Corporation 
—Demand for higher quality in 
higher priced goods must be met by 
manufacturers. Frequency 
will be included in 


modulation 


| many new models, indicating high- 


er priced units. Television is not 
yet in the consumer picture despite 
ballyhoo from some quarters. Small 
radio receiver and portable business 
will continue to boom. 

The radio manufacturer now ad- 
vertises, not entertainment, but 
competitive or exclusive features, if 
available. In our own case, we have 
carried this to the nth degree with 
our slogan, “Only Zenith Has This.” 
We intend to continue along this 


executives.™ 


— 


your advertisement into action.) 


Street Journal during 194. 


Every year The Wall Street Journal carries 
more advertising. and serves more adver- 


tisers, than any other national publication for business 


What do these advertisers ge 
1. Sure contact at low cost with active manage- 
ment-executives of substantial businesses. 
2. Point-of-sale contact with these executives. 
because 86 per cent of them read The Wall Street 
Journal in their offices at their desks. (Here secretary. 


telephone and buzzer are at hand to convert interest in 


® 872 advertisers used over 1000000 lines of space in The Wall 


t for their money? 


line. Manufacturers, I feel, should 
look to their reputation for quality 
during the coming year. Its appeal 
will take a big upswing. 


Schick for Gifts 


Roy W. Johnson, advertising man- | 
|ager, Schick Dry Shaver, Inc.—This 


company 
tial 


is budgeting a substan- 
increase in 1941. Our cam- 


paign for the first half will repre-| 


sent the most aggressive effort we 
have ever attempted in this period, 
with 14 advertisements, full and 
half pages, in Collier’s, Life and 
The Saturday Evening Post. Copy 
will feature the new head with the 
announcement that more than 500,- 
000 men have become users since it 
was introduced in September. 
Every advertisement will shoot 
at the 3,000,000 men who have 
birthdays monthly, as well as the 
100,000 young men who begin shav- 
ing monthly. Those beginning mili- 
tary training and the 2,000,000 with 
wedding anniversaries every month 
will also receive attention. We will 
continue the special service allow- 
ance plan on the “Captain” model 
which permits Schick owners to 


trade in their old shavers for $7.95. | 


Advertising will continue the offer 
to replace old style shaving heads 
with the Hollow Ground unit for 
$3. We believe price trends will re- 
main static. 

Robert Waddell, director of ad- 
vertising, Hamilton Watch Company 
~The percentage which we allot 
for advertising will remain un- 
changed, and as our sales forecast 
is up for 1941, we will spend slight- 
ly more money than last year. We 
will use our best talents to make 
it do the strongest advertising job 
we have ever achieved. We are of 
course cognizant of new tendencies 
in our whole marketing picture and 
we are gauging activities accord- 
ingly. 

C. L. Ostrom, advertising man- 
ager, Morton Salt Company—We 
expect to advertise Morton’s salt as 
strenuously as in the past and will 
slightly increase some appropria- 
tions. Research has made us feel 
that it is difficult to get long copy 
properly read. Hence we are cut- 


| ting down on the amount and feel 


that our advertising will be more 
attractive in 1941. 


Predicts More Travel 


Harry W. Frier, advertising man- 
ager, Chicago and North Western 
Railway Company—We feel that the 
money being poured out in payrolls 
will result in accelerated travel and 
we are going to try to get our share. 
The general theme will probably be 
that the C&NW serves through its 
own lines and connections more va- 
cation spots than any other road 
and offers fine service. As during 
the past few years, our advertising 
will be concentrated in newspapers, 
with supplementary money going 
into outdoor and radio. 

R. D. Cords, sales department, 
Northern Paper Mills—It seems to 
us that now is the time to use ag- 
gressive merchandising and adver- 
tising to direct sales into channels 
which will be most productive over 
a long range period. This would 
fortify producers for the period 
when markets will contract. This 
line of reasoning will affect our 
1941 advertising plans, and doubt- 
less those of many others. 

John M. Huggett, advertising 
manager, Certain-teed Products 
Corporation—There seems to be a 
general quickening of institutional 
copy, perhaps because many manu- 
facturers realize that if defense de- 
mands deflect the flow of their 
goods from normal channels, public 
relations activities must be intensi- 
fied to make up the deficit. Many 
people still consider direct analogy 
to warfare as a copy theme to be in 
somewhat questionable taste, though 
this feeling is not as strong it 
was six months ago. It is interest- 
ing td note that such copy no 
longer in disfavor in Britain 


as 
is 


Responsibility of Airlines 


Cc. R. Smith, president, American 
Airlines American Airlines will 


proceed with its advertising and 
merchandising program in 1941 
without significant change due to 


the emergency 
facilities for 


We believe that the 
rapid transportation 


2s gs ma 4 i J 
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ee 


are more important in time of 
| emergency and are highly important 
|to the national defense program. 
O. J. Arnold, president, North. 
| western National Life Insurance 
|Company—We are now engaged jp 
|an inquiry covering a sample g; up 
\of policyholders to determine the 
|chief subjects they will want dis. 
/cussed and the principal questions 
they will want answered at a series 
of meetings we are planning. Ex- 
| hibits and talks will be shaped jy 
|accordance with results of this 
|study. First meetings will not be 
held until we are satisfied that the 
material will cover the principa} 
topics and questions uppermos! jn 
policyholders’ minds. 

E. C. Faustmann, president, Roya} 
Typewriter Company—Nationa! cde- 
fense activities lifted domestic s: les 
of our products in 1940 to the h 


est level in our 34-year history. We 
made important refinements ind 
styling of our standard typewr te; 


but introduced no new models. A 
new style note in carrying c: 
was developed for portables. 

vertising expenditures thus far 
lotted for the first seven month: 
1941 exceed those of the co 
sponding 1940 period. While we s 
fered from reduced foreign 
stoppage of subsidized German ind 
Italian imports helped American 
typewriter sales in Latin America 

Trends in Radio 

G. K. Throckmorton, president, 
RCA Mfg. Company — Two signiti- 
cant factors are evident in the radio 
industry. First, the average unit 
price of radios has continued down- 
ward. Second, the public has shown 
a clearly defined appetite for higher 
quality instruments which provide 
both radio and record reproduction 
The radio industry needs more and 
better retail salesmanship to capi- 
talize on this opportunity. 

Charles E. Wilson, president, Gen- 
eral Electric Company—To the ex- 
tent consistent with the discharge 
of our duty to national defense, we 
shall endeavor to maintain the sup- 
ply of goods which meet the normal 
needs of the nation. 

R. C. Cosgrove, vice-president, 
Crosley Corporation—We face the 
|; year with confidence. A fine recep- 
tion has been accorded our Glamor- 
Tone radio and a new line of 
refrigerators has been announced 
for 1941, in addition to gas ranges, 
washing and ironing machines. Or- 
ders are setting new records. The 
Crosley automobile is completing its 
development period and we are en- 
couraged about prospects for the 
small car in its many applications 


Sales, 


Lewis Joins Trades 

Jack C. Lewis, sales promotion 
and merchandising, and his staff 
have joined Trades Advertising 
Agency, New York. 


Dunani 


PHOTOS 


Write for Photo Library 
of 2000 Subjects 


425 S. WABASH AVE. CHICAGO 
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AN ANNUAL REPORT TO ADVERTISERS FROM THE COLUMBIA BROADCASTING SYSTEM 


Advertisers invested 
more money for CBS 
facilities in 1940 than 
for any other network 
... More than was 

ever before invested 


in any network! 


And in 1940, more of the 100 
largest U.S. advertisers chose 
CBS than any other network 


... for the 7th consecutive year! 
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Ivory News | Item: 
Swan Can Expect 
Plenty of Fight 


Cincinnati, Jan. 16.—While no 
definite plans have been made, 
Procter & Gamble Company will 
not take the introduction of Lever 
Brothers’ Swan soap, new product 
to compete with Ivory, calmly, it 
was vigorously indicated here today, 
and the fireworks are expected to 
be daring and impressive. 

Procter & Gamble improved Ivory 
some time ago, making the soap 
whiter and introducing improved 
lathering qualities, and with these 
improvements have something to 
work on in building advertising and 
merchandising plans on this prod- 
uct, which has been on the market 
since 1887. 

The improved Ivory has not been 
marketed nationally, but has been 
tested in Baltimore and Omaha. 
Before sales testing started exten- 
sive research was conducted to 
make certain that the new version 
would appeal to the consumer. 

Procter & Gamble officials say 
they do not fear the introduction of 
Swan, for it is claimed that Spry 
has helped rather than hurt the sale 
of Crisco. They say that introduc- 


tion of Spry caused the Crisco force 
to get on their toes, hit the line 
and fight, with the result that sales 
|of Crisco have increased as the 
heavy advertising of Lever in- 
creased the market for all vegetable 
shortenings. 


| Arizona Dailies Elect 
William P. Stuart, publisher, 
Prescott Journal, was re-elected 
|president of the Arizona News- 
papers Association at the annual 
|meeting in Phoenix Jan. 13. Other 
|officers are Charles A. Mitten, Mesa 


|Journal, first vice-president; Co- 
lumbus Giragi, Holbrook, second 
| vice-president: George W. Cham- 
‘bers, Tucson Newspapers, Inc., 
| secretary-treasurer. 
| Sinica tai 
-WABY Joins MBS 

Station WABY, Albany, N. Y., 
has joined the Mutual Broadcast- 
ing System, becoming the 173rd 


affiliate of the network. WABY 
will serve as the key station in a 
projected regional hookup for cen- 
tral northern New York state, to 
be allied with MBS. 


Weeks to “Country Life” 
Robert J. Weeks has been ap- 
pointed advertising representative 


Organize Coast 
Transit Advertising 

Transit advertising throughout 
the Pacific states has been organ- 
ized with territories represented by 
|the following organizations: 
jnard Boyce, Inc., metropolitan Los 
| Angeles; Boyce Motor Coach Ad- 
vertising Company, the Coast from 
Santa Monica to Long Beach; Har- 


wood Hoyt Fawcett, San Diego; 
Traction Advertising Company, 
Utah; Pacific Northwest Transit 


Advertising, Oregon and Washing- 
ton, and Fielder, Sorenson & Davis, 
Northern California. 

The Pacific States territory is 
being represented in the East by 
National Transitads. 


Now It's Sterry-Boykin 
Leland Sterry has joined the 
Boykin Advertising Agency, Del- 
ray, Fla., as director of advertising 
and the name of the organization 
has been changed to the Sterry- 
Boykin Agency. Thomas W. Boy- 
kin, Jr., is president, and Helen E. 
Boykin, secretary-treasurer. 


To Columbia Recording 


David Hall, author of “The Rec- 


‘ord Book,” published in December 


by Smith & Durrell, Inc., New 
York, and formerly with the Sat- 


May- | 


in New England of Country Life.|urday Review of Literature, has 


| Oly Tify OF 

...can give you the 
priceless protection 

| of 

| Bonded Prescriptions 


| 
| 
| 
| , THRIFTY 
| NY r —_ 
Aywheh\ 2 
| J —-_ pom ant Gua 
: - PRESCRIPTION 
| — 
| __Fee — ——____J 
©. Yer 
| HEIPTY Drag Store > TO cork Thrifty Drug Store beasts » modern. 
fall, equipped preerriptron phermar: — 
" a“ mbdele of laboratory perfrction snd 
. erteton. operated wpen are idvals of 


Thrifty Drug Stores, operating about 50 
stores in Southern California, are intro- 


— 


NEW USE FOR BONDS Music Discussions 


| 


— 


Are Continued 
by Justice Dept. 


New York, Jan. 16.—News on 
the radio music battleground was 
reduced to a relative trickle this 
week as both warring factions stood 
their ground, with only occasior,.] 
potshots disturbing the calm. 

Informal discussions involving 
attorneys for the broadcasters and 
the Department of Justice have not 
been completed, it was learned, and 
hope still exists that a settlement 


‘ean be reached which would for.- 


stall the anti-trust suit threatenrd 


|'by the government. 


| 


| 


| 


Should such a_ settlement Le 
made, however, it would be mere 'y 
the first of many steps which wou'd 
have to precede a complete soluticn 
of radio’s music problem. 

In answer to the charge by 
ASCAP that radio listeners are 
being offered only “synthetic hits” 
and revivals of public domain 
tunes, BMI announced today that it 


He was 
Collier Publishing 
York. 


Company, 


formerly with Crowell- 


poration, New York. 


_ joined the sales promotion depart- 
New |}ment of Columbia Recording Cor- 


David A. Smart 


President of Esquire, Inc. 


and 


Publisher of Esquire 


announces 


the appointment of 


Alfred R. Pastel 


as 


Vice-President in Charge of Sales 
oe) 


assuming the duties of 


Wm. H. Weintraub, Resigned 


ducing “bonded prescriptions” in an ex- |has cleared 227 original popular 
tensive campaign directed by Milton |songs since the Jan. 1 deadline. 


Weinberg Advertising Company. The |Forty-two of these have been pub- 
zene — that the prescription was lished by BMI, and the rest by 
| fille rom the finest and purest ‘affiliated publishers. 

| ingredients. 


| | Kassel’s Feelings Hurt 
7 } ‘ aster assel, who wrote 
Pontiac Winter | Bandmaster Art Kassel, who wro 
| other songs, entered the contro- 
versy by trying—without success 
’ 
Greatly Over ‘40 His move was” prompted by 
Detroit, Jan. 16.—Pontiac Motor | AsCAP’s charges about the type of 
| and February will be carried by | Kassel regarded as a slur at his 
| 2,500 newspapers, according to W. J. | profession. Gene Buck, ASCAP 
year, during the same period, 1,500| resignation on grounds that ‘“no- 
newspapers were used. body has been released from mem- 
won the unanimous acclaim of deal- | the request would set a precedent. 
|ers attending our monthly mer-| BMI challenges the truth of Buck's 
said. “Because the immediate im-|ascAp members have been per- 
pact of effective advertising is felt ‘mitted to withdraw in the past. 
decided to continue and amplify our| ment, made by James S. Twohey 
newspaper schedule.” Associates, showed that 73 per cent 
Pontiac copy will run from 36 non-committal as to which side is 
inches to 96 inches per insertion. |"ight, 23 per cent view ASCAP as 
|copy in the heaviest schedule of this |PTice demands for music has “be- 
type that Pontiac ever has carried, |COMe too grabby,” and 4 per cent 
during January-February has an | properly protecting artists from 
estimated goal of 320,000,000 reader- | JUTY- 
gey. Beginning in the South late Secan Joins “Press” 
this od 7 iz bd Ss > ri 
s month new Pontiac posters will | Harold W. Secan, formerly with 
| door boards. Last year 9,000 boards appointed advertising manager of 
| were used, the New York Press. 
A manufacturer of a well-known year, although conditions had 
| ae advertising policies for years. Then a complete re-allocation of all 
| Public demand for the product was consumer advertising was made 


i“Just Around the Corner” and 
Copy Extended 
|to resign his ASCAP membership. 
| Division’s advertising for January | music now being broadcast, which 
| Mougey, advertising manager. Last president, refused to accept the 
“Newspaper advertising results bership in 26 years,” and to grant 
chandising meetings,” Mr. Mougey|<tatement and claims that other 
by dealers and their salesmen it was An analysis of U. S. press com- 
Schedule 11 Farm Papers of the newspapers surveyed are 
Eleven farm papers will run special |@ Private club which in doubling 
The division’s magazine campaign consider ASCAP an _ organization 
impressions, according to Mr. Mou- | 
appear eventually on 15,000 out- | Martin Fox, New York, has been 
SALES DOUBLED 
| drug store product had followed the changed. 
| apparently 


uniform. Sales were Each wholesale drug trading terri- 
|good. Distribution was well estab- tory was analyzed. Population was 
lished. The product was heavily adjusted for buying power. A 
advertised. " 


“yardstick” was determined for re- 
Yet the ratio of sales to advertising allocating advertising expenditures 


This “yardstick” provided that a 
expenditure was much too low. specified number of cents per 1,000 
Each year’s advertising budget 


adjusted population should be spent 
placed the major advertising ex- 


for consumer advertising. 
penditures in the same territories Results were immediate. 
that produced the biggest sales the Years sales had doubled. 
previous year. In other words this The same advertising “yardstick” 
firm’s original advertising experi- has been applied to several othe! 
ence was being repeated year after products with great success. 


Practical Research Builds Sales 


Facts collected from your market are the 
only safe basis for advertising and sell- 
ing policies. Those facts should be gath- 
ered, analyzed and interpreted by @ prac- Consultation on merchandising promotions 
tical market analyst. One who has had @ and advertising campaigns. Cons met 


wide experience in every step necessary and dealer surveys. Radio Surveys. 
to actually selling merchandise at a profit. 


Within 2 


keting research experience on man. of 
the most famous food, drug, grocery an? 
household equipment items in Ameri: 2. 


May we show you a practical pla: [0 
getting more new customers? 


We offer the benefit of 13 years of mar- 


——— Be Marketing Research and Merchandising — 
fF = =—_—_s 840 North Michigan Ave., Chicago » Whitehall 7710 
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CBS consistently has 
rE aon sTUcRON OF MTWORY OMPTON the strongest 
| ia schedule in 


NETWORK 20 


; - ies FiRsts’ 
| NETWORK | ie 


egular CAB program ratings show CBS with 


~— BS -tirsts 


a consistently stronger schedule than any other 


network in all of 1940. The Columbia Network, 


= “Mn, ' taeer®® 


t y ” ” ; i 7 . * . . 
tt. | 4 foro ie : against all competition, delivered the largest audi- 
6 ; NETW _ 


ae ences to its clients, for more program-periods in 
is I3rirsts) ' . 

“ss a NETWORK 3 the ewtire broadcasting day than amy other net- 
work. Counting every regularly rated sponsored 
quarter-hour on all networks, in all of 1940, CBS 
averaged 161 “firsts” each week against all com- 
petition; the next best network had 154; the third 
ate geal network, only 18 “firsts” 
V4 rirstss 


newolk:s ad. oe CBS leadership is most striking in the major 
2 rests ‘ battleground of network competition; in the 
tensely competitive evesing hours. Whether you 


FIVE DAY TOTAL) take the entire evening (6:00 p.m. to 12:00 m.) or 


just the heart of the evening (8:00 to 10:00 p.m.), 


CBS wins more''frsts’ than the second and 


a Oe septic third networks combined. Vhe exact eve- . 

33 “Firsts” 22. lis . . . ih 
££ FIR ning score is shown in the charts, for i” 
NETWORK 2. : - 


wetwont ‘Zz all of 1940. 


These charts are based on CAB rated sponsored programs in 1940, 


e. and show the average number of quarter hours, each week in 1940, C ] b 7 B d S 

riOns 

po in which each network delivered the largest audience to its clients olumotla roa casting ystem 
for against all other network competition, PACE SETTER OF THE NETWORKS 
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TALKING TURKEY 


Are You Making These 
8 Mistakes About Banks? — 


The Morris Plas Rank of Virgimis has given morr than (sion 
wees mee Mees where! tmmhing Keer)! mumeten during hambing 
new rs eames mae of Soman  gramted + heen for anme earls! pur pee 


sift ° 


Tee omar Pics Boxe on Pimeowe 
THE BANK FOR THE INDIVIDUAL 
= 2 = 


mee SS ee 
— = 


Plain talk in one of a series of newspaper 
advertisements used by the Morris Plan 
Bank of Virginia. 


Sears and Ward 


Catalog Prices 
Down Slightly 


Chicago, Jan. 16.—Some 7,000,000 
copies of the 1941 spring and sum- 
mer Sears, Roebuck catalog started 
going into the mail this week, and 
by the time the distribution of the 
five-pound, 1,270-page volume is 
completed the Post Office Depart- 
ment will be able to count an extra 
$480,000 in its till. 

No sensational changes are re- 
vealed by the new edition. Prices 
show an average decrease of 0.92 
per cent under those of the corre- 
sponding spring and summer cata- 
log of last year, and an average 
increase of 0.63 per cent over the 
last fall and winter catalog. 

Silk piece goods and clothing 
show a decrease, compared with a 
year ago, of 8.75 per cent in price; 
automobile tires and tubes are 
down 5.89 per cent; electric appli- 
ances, 4.76 per cent, and other 
items lesser amounts. 

The greatest increase is in linen 
goods, up 11.89 per cent, and in 
jewelry and silverware, up 7.56 per 
cent. 

The book contains 1,270 pages, 
compared with last year’s 1,234 
pages. There are 162 four-color 
pages, four more than last year, 
and 504 rotogravure pages, 44 less | 
than last year. By actual count, | 
the catalog contains 15,029 illustra- | 


tions, necessitating a reduction of | 
something like 20 per cent in body | 


type. 
Ward Prices Down Also 


The departmentalization of the | 


catalog into nine “complete spe- 
cialty stores,” which was done 
for the first time last year, proved 
so intriguing to customers that two 
new “specialty stores’ were added 


For 1941: 


GUARANTEED 
TIME 


For National 


Spot Advertisers 


ON THE NBC RED NETWORK 


this year. A set of tabs, thought- | 
fully gummed with pleasing flavors, | 
go with the catalog so that the | 


lrecipient can paste them in the 


proper places and thus make loca- 


actual photographs of the merchan- 
dise.” 

An indication of the size of the 
advertising operation involved in 


|the production ef these catalogs is| 


| Develops “Flexseal” 


Pittsburgh Plate Glass Company 


has developed a new glass called 
Flexseal which it asserts is 10 or 


Crosley Names Gaylord 
_ C.F. Gaylord has been appointeg 
|radio product manager of the 


| . . 
|Crosley Corporation, Cincinnatj 


Ja! 


‘more times stronger than ordinary | Plans for Crosley’s radio line fo, 
tion of each department almost | given by Sears, which reported that| automobile safety glass. It is ex- 1941 are expected to be announceg {o 
automatic. work on the volume required the | pected to be used in substrato- | soon following a survey. 

The spring and summer catalog) services of 240 copywriters, com-|sphere airplanes where _ higher ————_— . 
of Montgomery Ward & Co., re-|pilers and statisticians; 85 mer- | Pressures must be maintained. WOC Joins NBC - 
leased at about the same time, also | chandising supervisors and buyers; er : : ; : 
shows slight reductions in prices 25 advertising executives; and 600| Koken to Gardner oil Wass < ae ban . 
compared with a year ago, although | artists, photographers and layout Koken Companies, St. Louis,|Blue network of the National a 
actual figures are not available. | experts. maker of barber and beauty shop | Broadcasting Company March 1¢ E 

“Assortments and price ranges_ ne equipment ane svapties, +" ap- ee — baba Wad ar ae Ww a 
hav Ee xDé .’ the company P . ointed Gardner vertising Com- | Va., wi come affiliate ay 2 ; 
sauce, Paral: Gan oemer vo ‘Schierbrock Appointed pany, St. Louis, to handle its adver- | giving NBC a total of 229 affilj &.. P.. 
tribution to a wider field. The Bigelow-Sanford Carpet /|tising. ; a he 

“Color photography and im-|COMpany, _New York, has appointed a : Richmond to WLAW was 

es Pe St or ee J. H. Schierbrock manager of the A Ex ds Offices a nel 
proved printing facilities have per- Denver territory, succeeding Butler gency pan | Harrison G. Richmond has joined jea 
mitted us to make more use Of|weGranahan, resigned. Kelly G.| Lennen & Mitchell has expanded | the sales staff of WLAW, Lawrence, or 
color than ever before. Practically | Joiner continues as manager of the | its Hollywood offices, taking quar- | Mass. He was formerly with the sal 
ill the illustrations in the book are| Western division. ters at 6253 Hollywood boulevard. |sales staff of WORL in Boston a 


—— 


KANE AREA RESIDENTS 


Y 


FARMING 


1940 farm income 5% above Metals prices high. 1940 Divi- Spokane Building tops 5 

1939, 14.2% above 1938—basis dends 24.2% ahead of 1939. Million Dollars in 1940— Best 

Ist 9 months receipts. year since 1928, and 37°, 
ahead of 1939. 


BUILDING 


MINING 


RETAILING 


BANKING 


1940 Department Store sales Spokane Bank Deposits 
in Spokane 4 per cent above $81,938,668—Transactions in 
1939. 1910, 8.7% ahead of 1939. 


AVIATION 


Spokane in 1940 gets N. W. 
district headquarters for army 
air corps with supervision 
over units in II states. 


THE SPOKESMAN-REVIEW 


MORNING SUNDAY 


| Combined Daily Crreulbtion 


Advertising Representatives—JOHN B. WOODWARD, Inc.—New York—Chicago—Detroit—Les Angeles—San Francis 


Tek x 
bi 
i a ee —— _ ~ amin : 
a id 
-. = 

ie: | s====- eOreTa 
= SSSzess STS | 
a oe Vz a cece | 
= =< 43 ote 
™ Seige 7 vj Sacre | 
a 5 quem mee eS 
- SSF em ce Ss 
4 Sepesic. “eh cw, pss | 

- 2 SEs? Ete: Tears: | 
ey: | moe | Ser SrelS esas | 
= bi SSF | OSS x ‘tiie | 

. | “ESS | ie eee 

| eer : or 
a \ a LL SS 
. e ——— | | 
ag = 
4 2 tin ~~. 
ina be 
Se oe ——s = : - —s 
s oe : - ~~ 
. al ™ se Sm & he i. ce ie ame ia A a = 

eee —! a yy . 0 fe et 
es Ltd 2 MY/4> ‘ae Lge er AN 
v7 . ‘ = é ry . i \\ y i i > ; 

ae: Sl dies aS. \ : —_ 

: > ie 4 i? ‘ i y; ican . : 7 : ae 

ae ee N  S, ij . 1 a 4 
= iy 5 ad wi ale ~>. o, aa fy . pa to me ~ . vied / 

is d ' : “a wy dy &\VA (Oe , 
ar é weer : \ S ' Ki ‘ ; < a (; 

. tae “a ie Se. ene 

aa $545 LSE ES Sits 
a > ee 

—— - ” . — - 

“fo so we s oor > “ah SEs ao 
<o SYGe 4 qe SEE ag Sa SLR EEO 
ae Sy ' ' yy be : » oe Pe ; ‘\ 

x pee ®, J- n/ hu se ~, fo \ 
— Aaa & : QP, Say an O° 
Z aes ae ff) . 4 4 id f 

dil ee . i ie oa) Cp ae ray 

ait N | v- i. Sigs Nee tr |, Sia i] 
a ee = ClO by Nay ¥! \ 
-. N i ‘ ~~ : an i \ e 
ia — N > rik ‘ o 4 ' rag / ’ ay. iy 
eS . ’ a Dd, = _- | 
Wis | \ ate % ¢ as XK Bes . — . y .# 

shia oe rn rrr tn ~~ i. ewe cS A 
ihe, | s96 Ei as 
AIP AA NEES LE LSS TS: 

ee 
et | 
as BALTIMORE ) a 

\ s 
Ne 
; SS i ol NE, 
= ‘ ( } 
$i RATIONAL REPRESENTAITVES. —<— 
a re ee ee ee ee fe Me Oe eee ee eae 


11 


january 20, 1941 ADVERTISING AGE 


— 
: 2 Virginiz ystermen’s Pro- | The Agar Manufacturi Corpo- 
. C d’ Co has the items to be revealed later|,. °°, Virwimla, Oystermen : i acturing Corpo 
| ensore Py blocked out. |a proposal to raise an oyster adver- | shipping containers, with a plant at 
(Picture on Page 43) ing & Refrigeration News, Electrical | that Maryland and Virginia pro- ‘pany. Calvin Agar, president of 


— - ings being held this month through- | Snub Oyster Drive _Aaar to International . 
Frigidaire Uses out the country. g a in $ 
| 
| 2 “Censored” copy is appearing in| tising fund by a tax of three cents | Whippany, N. J., has been acquired M p d ct 
to Open Drive | y more rroau 
i ser | ducers and canners should not be|the container company, will con- 
Davton, O., Jan. 16.—The Frigid- | Dealer, Electric Light and Power, | I 


Preliminary copy 
tective Association has turned down | ration, Newark, N. J., producer of 
the January issues of Air Condition-|a gallon on shellfish. It was felt|by the International Paper Com- 
. . 
Shel Sei nee required to shoulder the entire cost | tinue the direction of the business nformat on W $e 
re Division of Genera] Motors Electrical Merchandising, Electrical but that it should be financed by |with his present staff as a _ vice l I 
' South, Electrical West, 


: Blectrical | cter a: a ik 2 sade. | canna } i iliocen reeds 
sales Corporation has taken a leaf ‘ |oyster canners in all the oyster- | president and director of Interna- 

. = yong censorship practices of World, Furniture Age, Hardware | producing states. |tional Paper & Power Company. Boston, Mass., Jan. 16.—“There is 
; smonean countries to 244 interest Age, House Furnishings Review, Re- | apcameaiaaeiilai ee a demand for more factual infor- 
| Bits preliminary advertising of | tiling and Western Home F ur- | Introduces Ad Bill Fallon to Tuscarora mation in advertising and selling 
sew products. | nisher. | A bill has been introduced in the | John P. Fallon, formerly man- and this demand can be satisfied in 
; ' There is a practical reason behind | io | Tennessee senate which would au- , a - etenneee only — by at pro ye ny aoe 
; th ¢ s | vas . |thorize the various county courts Oil Company o ennsylvania, has | operation of business an e other 

ba ge ia ten te per om naan Joins Behel and Waldie over the state to appropriate a been elected president of the Tus-/|through compulsory legislation,” 
= i oad ‘ li ti 1 H. G. Moeller, special counsel to |maximum of $10,000 annually for carora Oil Company, with head-|Kenneth B. Backman, manager, 
wuts 1 Cogn Un Se Renee |advertisers serving the packing and | advertising the commercial, indus- quarters in Harrisburg. J. G.| Boston Better Business Bureau, told 
a jealer organization has had an OP- | food products industries, has joined |trial and other advantages, points | Heussner succeeds Mr. Fallon in the New England Ciethincs ond 
e, ortunity to see new products in a | Behel and Waldie, Chicago adver-|of interest, etc., within the various charge of terminal operation for | Dinteiehions oe siati - te 
1e eries of product presentation meet- | tising agency. counties. Standard. prt peor on oS i oe 


“Business can stop the trend to- 
ward restrictive legislation by sup- 
plying, in practical ways, informa- 
tion as to what products are made 
of, what they will do, and how best 
to take care of them. Business 
;would be compensated for its 
efforts to cooperate in a program 
of more informative advertising for 
/more intelligent buying by the con- 
sumer good will created, more con- 
sumer satisfaction with purchases, 
fewer complaints and returning of 
purchases,” he stated. 

Agreeing with Mr. Backman’s 
statements, E. R. Richer, vice-pres- 
ident of Hart, Schaffner and Marx, 
Chicago, pointed out that through 
more informative advertising and 
iselling “all of us will be able to do 
,a bigger and more profitable sell- 
jing job.” He advocated large: 
|/newspaper advertising for specialty 
shops so that they could shout in- 
stead of whisper. 

A. O. Buckingham, vice-president 
of Cluett-Peabody Company, and 
president for the Promotion of 
Father’s Day, declared that in 1940 
the clothing industry sold the aver- 
age male out of the 65,000,000 males 
in the United States one-eighth of 
an overcoat; $1.47 worth of ties; $2 
worth of shoes; $1.44 worth of hats 
and $4.50 worth of shirts. 


me r | | “What is this getting to be—a 
AUTOMOBILES POSTAL ELECTRICAL Jnation of Miss Gypay Rose Lees?" 


ARE IN THE 


} 


ad 


he asked. 
F ‘ 7 7 Among those at the head table 
13,027 new cars sold in Spo- November 1910 best November Sales of Electrical goods Ist were T. L. Brantly, director of ad- 
kane area Ist 10 mos. 1940— in Spokane since 1927—Ist 10 months 1940 from 5.1°; to 'vertising for Crowell-Collier Pub- 
32°, gain over 1939. Il mos. 3.5% ahead of °39. 66.1°7 ahead of 1939. ‘lishing Company, and T. H. Mettler, 


sales manager, Interwoven Stocking 
| Company. 


Upholds Sales Ruling 


The Michigan supreme court has 
upheld a Wayne County circuit 
court decision holding that the 
state’s three per cent sales tax may 
not be paid on title-retaining con- 
|tracts as each installment is made 
nor may the tax reduction be made 
tor bad debts or credit losses. The 
suit was brought by the Gardner- 
White Company, a Detroit business 
selling furniture on title-retaining 
contracts, and the Holmberg Lum- 
ber and Supply Company, of De- 
troit. 


Fisken’s Wife Dies 
| Aline Fisken, 49, wife of C. P. 
| Fisken, advertising manager of the 


RAILROADS GRAND COULEE IN GENERAL | Chevrolet Motor Company, Detroit, 


| died Jan. 6 after a long illness. 


Freight car loadings Western Additional millions being Sales Management survey | 
board for last quarter 1940— spent in this $400,000,000 de- shows Spokane well above 


5.7% ahead of 1939. velopment. national average—Rating, 110 5 FANS 
per cent. 


COVER ALOT 


pokane Daily Chronicle 


EVENING 


iE, JWASHINGTON 


So does 
W H K's new 5000 watts power 
* a Jay and night. Its your assurance 
‘ perfect market coverage I¢'s 
7 


W H K " , " 


CLEVELAND, OHIO 
4lor Representatives — Sunday Spokesman-Review Magazine and Comic Sections — Newspaper Groups, Inc. Representatives—Radio Advertising Corp. 
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The Price Situation 


Business executives in all lines 
agree that maintaining a fairly 
stable price level is highly desirable 
from all standpoints. Manufactur- 
ers as well as distributors realize 
that uncontrolled prices, which 
might easily run away under the 
pressure of tremendous buying for 
war purposes, would be a disadvan- 
tage to industry as well as to the 
consumer. Likewise it is under- 
stood that it will be far better for 
business to maintain prices on a 
level fairly close to normal than to 
have government price controls es- 
tablished over all types of com- 
modities. 

That there is no disposition on 
the part of business in general to 
try to take advantage of the present 
situation is shown by the fact that 
the new 1941 catalogs of Sears, 
Roebuck & Co. and Montgomery 
Ward & Co. show a slight decline in 
most of the quotations on the thou- 
sands of items listed. A few in- 
creases, not of great amounts, are 
included, but the picture as a whole 
is encouraging from the standpoint 
of maintaining a normal price sit- 
uation. 

Donald M. Nelson, one of Sears, 
Roebuck’s principal executives, is 
now director of purchases of the 
National Defense Commission, and 
it is to be assumed that he has 
complete information regarding the 
efforts of the largest merchandising 
organizations to protect both busi- 


ness and the consumer through the 
maintenance of current prices. 

It should be realized, however, 
that prices are the product of costs, 
and that prices cannot be held 
down indefinitely if costs rise. 
Much of the work which is being 
done in defense production and in 
some other types of manufacturing 
involves over-time, and since in in- 
dustries which are unionized this 
adds heavily to labor charges, costs 
and prices under such conditions 
can hardly be kept from rising. In 
addition, many products, including 
some which are normally imported 
in liberal quantities, are not at 
present in sufficient supply to meet 
the needs of the market. With de- 
mand insistent, price increases are 
almost impossible to prevent. 

Government buying of the urg- 
ency which is being applied in many 
lines tends to deplete supply for 
normal purchasing, and hence to 
push prices up. Lumber prices 
have already advanced sharply as 
the result of heavy demands for 
construction of camps and other 
government buildings. Just what 
effect this will have on such ac- 
tivities as residential building re- 
mains to be seen. 

Business will have its difficulties 
in maintaining a satisfactory price 
level, but it must exert every effort 
to do so. If it can’t, we may ex- 
pect government price controls, 
which will also mean _ production 
and distribution controls. 


How to Become President 


S. DeWitt Clough, president of 
Abbott Laboratories, one of the 
most successful companies in the 
pharmaceutical field, talked frankly 
and intimately to the Chicago Fed- 
erated Advertising Club at its 
founders’ day celebration January 
9. Having been an advertising 
manager himself, and also the presi- 
dent of the advertising club back in 
1916, he was in a particularly good 
position to advise advertising ex- 
ecutives on how to advance in 
business. 

The head of Abbott urged not 
only that business give its advertis- 
ing executives a larger share in its 
councils, by making advertising 
managers members of boards of 
directors, but on the other hand he 
urged advertising men to make 
themselves a permanent part of 
their organizations. As he pointed 
out, a man who stays with a com- 
pany over a long period and makes 
himself thoroughly familiar with its 
operation is bound to have oppor- 
tunities to rise in its management. 

There is a tendency in advertising 


ae ioe 


for executives to change jobs rather 
frequently. Sometimes this is un- 
avoidable, and sometimes progress 
demands a change of company. 
But, as Mr. Clough suggests, oppor- 
tunities with a company are neces- 
sarily greater for those who are 
experienced in handling its prob- 
lems, and whose knowledge of prod- 
ucts, methods, personnel and mar- 
kets is so great that they are al- 
ways in a good position to give 
sound advice and to apply success- 
ful ideas to the conduct of their own 
particular departments. 

‘Mr. Clough is one of the compar- 
atively few advertising managers 
who have risen to the presidency of 
major corporations, but there is no 
reason why the list should be short. 
Ability, intelligence and courage 
are common attributes to successful 
advertising men, but their greatest 
value comes when they are applied 
continuously over a long period of 
years to the merchandising prob- 
lems of a particular company. Mr. 
Clough has given a good basis for a 
discussion of “How to become presi- 
dent.” 
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| HOW TO IMPROVE CONSUMER RELATIONS 


i 
| 
| 


| 


"There's a lady outside wants to borrow your recipe for chicken soup!" 


Food Industries, 


| 


Left-Handed Stuff 

| One of Ad-lib’s most proficient 
correspondents, who _ incidentally 
|has a perfect passion for anony- 


Ad-libbing 


|mity, sends us the ad shown here | 


land this interesting comment: 
“Maybe you will be interested 


Pome ART whens Se UanET Nem -~ 


Mfr, Dahl, 


It Can't Happen With ADAPTABLE 


Top (18124 Inches) fe 
warty adjusted to 4 ¢4- 
ferent angles, May ele 
be = relsed = various 
heights from _24!/) to 
34 inches, Walaut find 


sOROAN SB 
THIRD FLOOR—AnNEX 


——Mall or phone orders. Cell HUBberd 2700 until 10 P. M.— 


in this unusuai retail ad tie-up with 
a local cartoonist’s hard luck. 

“Frank Dahl, popular’ Boston 
Herald cartoonist, broke his right 
arm. In the hospital, he quickly 
learned to draw with his left arm. 
He started a series of ‘hospital’ 
cartoons from his sickbed. One of 
these, ‘Foolhardy Attempt to Jug- 
gle the Latest Two-Ton Novel,’ 
inspired Jordan Marsh Company to 
advertise its Adaptable bedside 
table in an ad alongside his next 
cartoon.” 


Free Pears 

Medford, Ore., is taking advan- 
tage of the fact that it is a regular 
port of call for air liners to do a 
little sampling of one of its best 
known products—juicy pears from 
the Bear Creek Orchards. Every 
time a passenger plane 
down from the skies, an emissary 
of the Bear Creek Orchards steps 
up to the stewardess, asks her for 
the count, and presents her with 
the correct number of individual 
gift cartons. 

Each box holds one of the famous 
Royal Riviera Comice pears, herald- 
ed as so juicy that most folk pre- 
fer to eat them with a spoon. F. G. 
Mullins, Northwest manager of 
Ruthrauff & Ryan, conceived this 
little idea. 


Gay Nineties Copy 

When one of Chicago's first sky- 
scrapers, the Bedford bldg., was 
torn down in Chicago recently 
|there were many nostalgic tugs at 
heartstrings of the older genera- 
|tion. But the strongest tug of all 
jcame when destruction of the 
|building revealed painted on the 
wall of the Dexter bldg., next door, 
,a triumvirate of advertisements 
harking back to the early part of 
the reputedly gay nineties. 


| 
} 
| 
| 


| 
| 
| 


| 
| 
| 
| 


‘a very popular brand of wearing 


|}against a dark background. 


Dingy with age, although occa- 
sionally showing bright spots of 
green and red, the largest ad con- 
cerns Coon collars and cuffs, 
claimed by old timers to have been 


apparel back in the distant days 
when every choker was matched 
by a pair of cuffs, an imperative 
ensemble for any gentleman who 
presumed to rank as such. Corti- 
celli silk thread also comes in for 
smaller space. The name, “Zozone,”’ 
looms up at the bottom of the five- 
story poster, but time has erased 
further identifying marks. 

A deft touch of the outdoor ad- 
vertising art of that period is a 
green tree which looms over the 
white letters of Coon’s Collars 


Bank Introduction 

Harvard Trust Company, Cam- 
bridge, Mass., made a New Year 
resolution to get local businesses 
better acquainted with each other, 
and executed the plan by getting 
out a series of envelope stuffers 
which will go to 12,000 commercial 
customers monthly. 

Each brochure gives a thumb- 
nail sketch of some successful com- | 
pany, presumably one of the bank’s | 
clients. Thus the institution will 
help those who contribute to its 
support, one of the soundest adver- | 
tising ideas ever tested. 


| 

New Year's Promise 
In a New Year’s letter to custom- 
ers, F. D. Corley, president of Mar- 
shall Field & Co., promised that the 


swoops | 


skp 


organization will “attend to our 
duties more adequately, better our 
service and widen our compre- 
hension of your wishes.” Brave 
words and good selling stuff. 


| 
Jottings 

Interesting institutional job is| 
booklet just published by MacLean | 
|Publishing Company describing its | 
|growth and operations. The subject 
matter was originally printed in| 
the Financial Post, Toronto, as one | 
of a series of articles describing the | 
business activities, organization and | 
internal operation of various Cana- | 
dian industries. . . 

Honest to goodness, says Russel | 


Information 
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for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa] 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1758. Only Paul Bunyan Could 
Do This. 

Radio Station KMA, Shenandoah, 
Ia., has issued this pamphlet which 
is the first of a new series using 
the station’s theme, “The Paul Bun- 
yan of the Farm Belt.” The mate- 
rial includes facts about the amount 
of mail Paul delivered in the year 
ending Nov. 30, a coverage map, a 
county breakdown map showing 
mail response, and data on the sta- 


/tion’s market. 


No. 1702. Consumer Purchases. 

Cortland County, New York, is 
the locale for this study issued by 
Farm Journal and Farmer’s Wife, 
covering consumer purchases of 
items ranging from cosmetics to 
automotive products. Charts show 
the per cent of purchases of all of 
these items by town, rural and farm 
families of five economic classes. 
The similarity of town and farm 
purchases in many instances, and 
the greater use of certain products 
by farm families are interesting 
points in the study. 


No. 1710. 
Action. 
Kimberly-Clark Corporation has 
issued this institutional brochure 
which is not only the story of 
paper-making, but also a record of 
progress since the company’s 
founding in 1872. The effect of 
this industry on the lives and jobs 
of individuals and on other indus- 
tries is brought out. 


Industrial Genius in 


No. 1703. Dodie’s Date. 

Dodie, the sub-deb, is a pretty 
important personage in the house- 
hold, and Ladies’ Home Journal 
tells why and how in this booklet 
Seems she’s style, brand and adver- 
tising conscious, and furthermore, 
she’s a buyer. What the Journal 
is doing about her and the market 
she represents for advertisers |s 
also brought out. 


No. 1726. How Rural 
Spends Its Money. 
Curtis Publishing Company has 
issued this booklet, which contains 
highlights from Curtis’ analysis of 
the United States Consumer Pur- 
chase Survey. Figures show the 
percentage of expenditure for va- 
rious product classifications in the 
upper and lower income groups, 


America 


and in a tabulation of buying power 
indices, Country Gentleman read- 


ers’ average is compared with the 
national farm average. The booklet 
also contains a circulation record, 
by county, showing the average 
value and average gross income per 
farm. 


No. 1680. More Circulation for the 
Same Money in Poster Advert- 
tising This Winter. 

Some interesting charts are in- 
cluded in this brochure which has 
been issued by Outdoor Advertising 


M. Seeds Company, the “duplicate | Incorporated, showing the seasonal 
prizes in case of a tie’ has actually | variation in income, movie attend- 


happened. And on _ the 


necessitating the awarding of two | 
Piper Cub planes, instead of the| 
customary one. It happened Jan. | 


, Axton- | ance, hotel occupancy, gasoline con- 
Fisher “Wings of Destiny” program, |sumption and other factors tending 


to bring more people out of doors 
in the winter months. The story 
deals with the increase in the num- 


10, when the four judges, voting | ber of panels by the majority of thé 
secretly, gave two first place votes | industry during the winter months 


each to two different contestants. . . | 


People down in Tulsa are stil] | No. 1708. 


talking about the World’s Christ- 
mas issue, which contained a spe- | 
cial 30-page section fiNed with | 


Semi-Annual Repor'. 
In this bulletin, which is ad 

dressed to its advertisers and ‘hel! 

agencies, The United States News 


church news and messages from 28 “reports on its progress. The bulle- 
of the city’s leading churchmen. |tin enumerates the extra benefits * 
What made it unusual was that all|subscribers through the publicé 
of the advertising in this section|tion’s change to magazine form 
was in tone with the editorial—| January 1, and reveals the adde¢ 
good will and holiday messages interest shown by increased crcl 
rather than sales copy. lation and newsstand sales. 
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nas ‘ = Bathroom Fixtures 
‘of 
br = Furnaces and Stoves 
a 
us- » This 40-page book, which is “‘yours for the asking,” is but one small part of = Ranges 
the most complete rural market study ever undertaken. @¢ Over 2000 families 
ate have inventoried over 500 separate items in their homes. In addition they are now # Sinks and Cabinets 
mal keeping day-by-day records of everything they buy in order to complete the first 
“5 Continuing Study of Farm Purchases ever made on a national scale. ¢ With infor- - Refrigerators 
sb mation now available you can determine, by economic groups, the percentage of 
on farm people who buy your brand, the quantities they buy, sales of your brand in =» Electric Goods 
comparison with competitors, and a hundred other facts never before available to 
rica you—facts which reveal the exact extent of the farm and rural market for your =» Kitchenware 


type of product, and which will aid you in your sales and advertising plans. They’re 
yours for the asking—with the compliments of America’s largest rural magazine! ' s Silverware 


® Washing Machines 


This “Household Goods” booklet is the fifth 
in a series of Cross Country Inventories. Sev- 
eral other classifications are being completed. s lroners 
Also available now are facts on rural buying of 
Foods, Automotive Products, Baby Products, 


. el 
and General Data. Ask your Farm Journal rep- Vacuum Cleaners 
resentative for any or all of them—or phone 
or write your nearest Farm Journal office. ° 
. = Radios 


= Clocks “y 
= Sewing Machines 


= Mattresses 


GRAHAM PATTERSON, Publisher 


Washington Square, Philadelphia 


New York, 420 Lexington Avenue Ld Cameras 
Chicago, 180 N. Michigan Avenue 
Detroit, General Motors Building a Z 
Seattle, San Francisco and Los Angeles 2 Garden implements a 
= il “a 
America’s LARGEST Rural Magazine—America’s GREATEST Rural Force 
ef wry 
oa’ 
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jand had merit. ‘failure to arouse in his customer! be deluded and fail to prepare ade- | readable print, Mrs. Binder asked 20 
Defense Program The replacement of young menjany real desire for the product; quate facilities to tide over the) “I would advise more conference re 
in the selling field would help) failure to use his selling tools. inevitable falling off of business|forums between the merchants and bu 
alleviate the problem of the “man Boom. and Then What? when the war effort subsides, Jack | the consumer where all sorts of ore 
See as Test f over 40.” These men will be given Lacey, president of the Lacey Insti-| questions and problems important or 
n 0 opportunities in salesmanship and| Discussing the war _ situation, tute, told the conference. to both are discussed. Representa. ous 
their mature judgment will be of|L. R. Boulware, vice-president and Confusion is the chief stumbling | tives of manufacturers and adver. ad’ 
: ‘great value at a time when sound| general manager of the Celotex block to the solution of the con-/|tising firms should participate. By, mu 
e ing ef 0 $ judgment is vitally needed. |Corporation, declared that he was|sumer question, according to Mrs.|caution should be used so thay off 
| Richard C. Borden, sales promo-| forced to admit that Hitler, with an|Faye B. Binder, president, New|women will not think that these un’ 
N E S | M tion manager of The Borden Com-|unjust cause and no funds, had| York Federation of Women’s Clubs, | conferences are just another sales ma 
” ° ales anagers pany, New York, recited 21 reasons| proven himself the world’s greatest} who stated that this confusion| promotion scheme, but a program cat 
View Coming Boom for salesmen’s failures. Salient|/sales manager in recent years. | arises because the manufacturer is|of service to them,” she said. ter 
among the reasons were the sales-| “Other ideologies have the jump on/| not clear as to what the consumer! J. L. Wood, general credit man- 
from Many Angles ‘man’s failure to tell a complete us,” he warned, “in advertising the| wants in the way of improvements | ager, Johns-Manville Corporation, 
story of his product in an orderly allurements of their political insti-| or information, chiefly because the| stated that millions of dollars are 1 
Boston, Jan. 14.—The effects of |manner; losing out to a competitor tutions. We must advertise the|consumer herself is not quite clear | being poured away annually be. nal 
the national defense program dur-| whose price was lower because of | facts and the benefits of our form on the subject. Heading the list| cause the appeal of advertising js wh 
ing 1941 upon sales, salesmanship /|failure to prove that his product|of government to the nation.” -of consumer desires is informative | not turned into action by planneg sal 
and consumer spending held the|was better; inability to overcome Business will boom for the next | labeling. Make labels understand- selling at the point of sale. tru 
center of interest at the second | personal friendship and reciprocity; six months, but business must not|able and less technical, and in| ‘Manufacturers of consumer we 
New England Sales Management | in Ke 
Conference held here last weekend. | 
The two-day conference brought 
together more than 1,000 New Eng-. 
land sales executives. 
In piecing together the probable 
picture of consumer spending dur- 
ing 1941 Henry J. Nichols, presi- 
dent, Boston Chamber of Com- 
merce, and vice-president, National 
Shawmut Bank of Boston, declared — ‘ 


that purchasing power increased by 
national defense will go largely for 
necessities of life while lesser 
amounts will be spent for luxury 
items. 

“As sales managers and salesmen, 
you are interested primarily in the 
number of these payroll dollars} 
that may be, or can be, spent for | 
the goods and services you have to} 
offer. Yow sales and advertising | 
campaigns for 1941 have probably | 
been built with this thought in 
mind. Allowances may well be 
made for other developments that 
will occur in 1941, especially as the 
defense effort becomes more _in- | 


, 


tense,” he said. 


Questions Intensive Selling 


“If curtailment of non-defense | 
production appears to be necessary | 
in the national interest, it will | 
mean that some consumer goods | 
items will not be available in quan- 
tities that the generally increased | 
purchasing power might warrant. 
The question arises, therefore, as | 
to whether an intensive selling | 
campaign designed to do all the| 
consumer goods business possible in | 
the first half of 1941 is desirable,” | 
he added. 

Mr. Nichols warned that those in | 
charge of sales programs have a} 
grave responsibility in the immedi- | 
ate future which will require the | 
exercise of wisdom, caution and re- | 
straint to a degree unlike that de-| 
manded by almost any period with- 

| 
} 


in memory. 

“Instead of drifting with the mar- 
ket tide, I believe the wise manu- 
facturer and sales executive is go- 
ing to give considerably greater 
effort to planning, advertising and 
selling high quality merchandise at 
the lowest possible price consistent 
with his obligations to employes, 
distributors and the requirements 
of the defense program.” 

Mr. Nichols predicted that 1941 
will see a definite broadening of in- 
terest in research in order to find 
better and cheaper products, and to 
reduce the costs of placing mer- 


chandise in the hands of the con- | 


sumer. 
Sees Women Selling 


The possibility of using women 
in the selling field, said Burton 
Bigelow, president, Burton Bigelow 
Organization, is based upon the real 
necessity of replacing man power 
in the selling field. Warning against 
laughing at such an idea, Mr. Bige- 
low said that the plan was sound 
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CHROMURA PRINT 
from KODACHROME 


¢ The ultimate incopy for process plate work! 
e Can be retouched as desired and fitted 
ito art work. ¢ Gives new reproduction 
perfection — stops all technical alibis. e Cap- 
tures Kodachrome’s full richness — price 


$38.00 up—reduces plate cost—Investigate' 


PHOTOCHROM ° Chicago 


1141 W. Belmont ¢ Bittersweet 0036 
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Can they listen? 


When you consider a station you 
probably want to know, (1) Can 


. 
2 


y 


Effective on or about January 15, KFBI, the Pioneer Voice of 
Kansas, in Wichita, will operate FULL TIME! (5000 watts day, 
1000 watts night). 


Again KFBI, Wichita, improves its opportunity to do a selling 
job for advertisers who want dollars and cents results from 
money spent in Kansas and Oklahoma. 


people listen? and (2) Do they 


listen? 


To answer the first question: 
Within KFBI’'s .5 millivolt contour 
ere 52 Kansas and Oklahoma 
+ @ territory with 
nearly 250,00 radio homes. 
(This is nearly twice as many 


counties .. 


KFBI is located in Wichita, the best metropolitan 
market in Kansas. A market that steadily is growing 
larger and more prosperous! With a booming airplane 
industry that has a backlog of orders amounting to more 
than 53 million dollars! 


half millivolt counties as any 


other Wichita radio station’ 


claims!) 
You bet! People . . 


CAN hear KFBI, Wichita! 


- nearly a 
qvearter of a million families .. . 


WG a\wa) 
he Pioneer Voice of kansas 


Let’s review, for just a moment, some of KFBI’s outstanding 
sales advantages: 


KFBI is located in Wichita, the heart of the rich, re- 
sponsive Kansas and Oklahoma farm market. 


KFBI, Wichita, with 5000 watts day and 1000 watts 
night on 1050 Ke has new mechanical equipment 
throughout . . . insuring not only greater coverage in 
miles from Wichita but also better reception close in. 


AFFILIATED WITH MUTUAL BROADCASTING SYSTEM 
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gods have wianien or forgotten the dal, Harvard Business School, and 
emendous force which the retail) Prof. Ross M. Cunningham, Massa- | 
pusiness Of America wields in/chusetts Institute of Technology. 
creating new customers for their) Summarizing salesmen’s opinions 
products, as well as in retaining old relative to the qualities desired in English newspapers and magazines 
ree ners. It is not the fault of|a sales manager, Prof. Tosdal said | in campaigns prepared by the Lon- 
jdvertising that there exists so that salesmen want a manager who|don office of J. Walter Thompson 
much wastefulness in misdirected | knows his job thoroughly and who Company. 

effort, in unproductive time and in| has time enough to perform his | laa 

ynfruitful thinking. It is because|tasks_ efficiently and promptly. ‘To Promote Electraspun 
manufacturers have not yet edu- | They want sales managers who are | Cohn-Hall-Marx Company, New 
cated themselves to think in retail| intimately acquainted with the | York, has planned a business paper 
terms,” said Mr. Wood. _work of the salesmen so that help- | campaign for Electraspun, a group 
‘ful and constructive direction may |°f mine spun rayon fabrics for 
‘result. Bluffers, “arm chair” theo- men’s sportswear. — Hirshon-Gar- 
results of a|tists and ignoramuses are field, New York, is in charge. 

Ps Peg out ae | Nemes Husband & Thomas 
want the salenmen pens a w J. T. Baker Chemical Company, 
sales manager and thus arrive at a Heminway to U. Ss. News” Phillipsburg, N. J., has appointed 


true picture of the sales manager| Stuart Heminway has joined ad ber & Thomas, New York, to 
were given by Prof. Harry R. Tos-'! sales staff of United States News. direct advertising of Min-it Citrate 


—_—_ - 


British Canmeteus Begin 

Murray’s Mellow 
bacco and Brand's Essence of Beef 
and Chicken are being promoted in 


Salesmen Discuss Managers 


The preliminary 
nation-wide survey 


Mixture to- | 


Robinson Adds Three 


Elwood J. Robinson Advertising 
Agency, Los Angeles, has been ap- 
pointed to handle the advertising 
of the Wilco Company, Los An- 


geles, maker of Van’s shoe dres- | 


sings, using radio, newspapers and 
a trade promotion campaign; Plas- 
tex Corporation, Hollywood, maker 


of flatlight projector screens; and | 
Dina-Mite Food Company, Los An- | 


geles, maker of Red Label and Blue 
Label breakfast cereals, using a 
test radio campaign. Melvin A. 
Jensen will be account executive. 


Rupert Joins Staff 

Emerson Rupert has been ap- 
pointed to the staff of the Gas 
Appliance Promotion Division of 
Ketchum, MacLeod & Grove, Pitts- 
burgh advertising agency. 


‘ai Fin we. 


_KFBI, Wichita, bins an ettiertedied: alert, enthus- ie 
* jastic talent and nore staff ria knows how | 


+o ge 


KFBI, Wichita, has “erect of the pudding” in aaa. 
® case histories of successful sales campaigns pro- — 
duced for present and past a hae copies of whi: 


You ii err er nti oe — | 
Bee seareigriag on KFBI! You KNOW! For KFBI has the “selling 


oe Ww soy they do. In fact, 
analysis of the past 6 month: 
"mail shows that KFBI is pulling 
mail, in quantity, from 69 Kenses _ 


and Oklahoma counties. During | 
these months, KFBI mail returns 
hove increased more than wos 
over the some period = 


returns, or you may not. We 
don't heow, But, we do heow 


ERS! And, it takes listeners . 
; “enthusiastic, responsive iliac: 
 ... to get mail. That's why we 
say, emphatically, thet PEOPLE 
pO tisteN to KFBI, seer 


iret 


Swank Decides to 
Advertise: ‘Every 
Man a King!’ 


New York, Jan. 16.—Reminiscent 
of the late Huey Long, advertising 
copy for Swank products will pro- 
claim “every man a king” during 
the next few months. The theme 
has been selected to dramatize the 
company’s new “Twinitial” jewelry 
as the “American Coat of Arms.” 

“Here, where every man is a king 
in his own right,” the message will 
| declare, “every man’s initials repre- 
| sent his royal seal which says, ‘This 
is mine!’” Twinitials come in key 
chains, belt buckles, cravat chains, 
cuff links and tie clips. 

At the seasonal showing of new 
merchandise here, Lawrence E 
Baer, Swank president, said that 
1940 was the company’s biggest 
sales year, having recorded a gain 
of 20 per cent over 1939. As a re- 
sult, he added, the spring advertis- 
ing appropriation has been stepped 
up considerably. 

The magazine schedule consists of 
Collier's, Esquire, Good Housekeep- 
ing, Liberty, Life, Look, Mademoi- 
selle, The Saturday Evening Post, 
Time and Woman's Home Com- 
panion. The Christian Science Moni- 
tor is also on the list. 

Newspaper advertising in  co- 
operation with local retailers will be 
continued as in the past. Alfred J 
Silberstein is the agency. 


Boston Ad Club Sponsors 
Educational Course 

Four clinics on advertising prob- 
lems will comprise the 1941 edu- 
cational course sponsored by the 
Advertising Club of Boston, be- 
ginning Jan. 20. Clinic subjects 
and their directors will be: retail 
advertising, John C. Nicodemus, 
publicity director, Kennedy’s, Inc.; 
selling by mail, John A. Smith; 
layout and design, Harry Harding, 
art director, Barta Press; agency 
procedure, Laurice T. Moreland, 
vice-president, the Lavin Com- 
pany. 

The four groups will run con- 
currently on non-conflicting dates 
starting Jan. 20 and_— ending 
March 4. 


Olds Sets Recerd 


D. E. Ralston, general sales man- 
ager of Oldsmobile, has announced 
that the company in 1940 estab- 
lished its biggest sales record in 43 
years. Ralston said that 204,961 
cars had been sold in the last year, 
compared with the previous record 
of 187,375 in 1937. 


Appoints onahiconer 


G. W. Honsberger has _ been 
appointed manager of the Louis- 
ville, Ky., office of the Westing- 
house Electric & Mfg. Company, to 
succeed the late T. W. Voils, who 
had served as manager of that 
office for 21 years prior to his death 
last December. 


Plans Bean Drive 


Burnham & Morrill Company, 
Portland, Me., will feature the 
lslogan “As they eat ’em in New 
|England” in its 1941 national 
‘advertising campaign for B & M 
'Brick-Oven baked beans, using 
|newspapers in selected markets, 
|spot radio and national magazines 
Charles W. Hoyt Company, New 
York, has the account. 


Wilson’s Milk to Keeling 


Indiana Condensed Milk Com- 
pany, maker of Wilson’s Milk, has 
appointed Keeling & Co., Indian- 
apolis, to handle its advertising. 
The company plans to expand its 
market outside of the Central Mid- 
dle West 


} 


THE GRASS IS ALWAYS GREENER 
IN YOUR OWN BACKYARD ! 


Stop worrying about loss of For- 
| eign business! Investigate the Ne- 
gro market here in your own coun- 


try. Two billion dollars spent 
last vear. Write today for full 
details. 


EDWARD A. BAKER CO. 


| 
| 
| Publishers Hepresentatives 


457 Book Bldg. Detroit, Mich. 
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. pro-rata time refunds for cancella- 
Conflict Brews tions, the advancing of the payment 
date from the end of the month to 
® the 20th, and denial to agencies of 
Over NAB Time ‘any rights in the cancellation of 
programs considered of public im- 
portance. 
Contract Form Calls Contract Equitable 
The NAB reported to its mem- 
bers that, “although unable, after 
Four A's Calls Action numerous conferences with the 
° Four A’s committee, to reach agree- 
of Broadcast Organiza- ment on several points, the NAB 
tion "Arbitrary" committee reports that in its 
opinion the recommended contract 
New York, Jan. 14.—Charging|is fair and equitable both to sta- 
that the National Association of|tions and to agencies and adver- | 
Broadcasters’ committee which | tisers.” 
drew up the new station-agency The contract calls for payment of | 
contract form completely ignored |agency commissions of 15 per cent | 
points at issue, the American Asso-|of net station time charge, and no 
ciation of Advertising Agencies has|provision is made for any cash | 
notified Neville Miller and Harry | discount, although the date of pay- 
Wilder, NAB president and com-|ment for broadcasting is advanced 
mittee chairman, respectively, that|from the end of the month follow- 
it will not accept the new contract. | ing broadcasting to the 20th of that 
According to F. R. Gamble,|month. On the matter of inability 
managing director of the Four |to broadcast, the contract says: 
A’s, several meetings of the com-| “Should any broadcast hereunder 
mittees representing the two groups |be omitted or interrupted by reason 
were held, and “we thought we|of labor disputes, or failure or im- | 
were getting closer together.” Then |pairment of facilities arising from | 
NAB suddenly sent out the contract | any cause, or by reason of any | 
form to its members without con- ‘beyond station’s control, station | 
sulting the agency group. Mr. |shall not be liable to agency except 
Gamble characterized the move as|to the extent of allowing in each 
“arbitrary.” such case a pro rata reduction in 
Points in the contract with the | the time charges hereunder. In 
Four A’s found unacceptable include | the event of such omission station 
NAB’s refusal to allow a 2 per cent | will upon agency’s request make a 
cash discount, the elimination of suitable courtesy announcement as 


THREE NEW TYPES OF COPY FOR ESSO 


| IT’S A DATE! ee 4 PUTA H) 
Sh | Bary 


J Worried abou drifts and biter 
o |) blosts? Get the power of 


@ FIRST AVIATION MEET 
1M THE UMITED STATES WAS HELD AT LOS 
ANGELES 31 YEARS AGO. TODAY, MOTOR- 
(STS WHO WANT FLYING STARTS CALL FOR § 


YouLL win Every 
START WITH 
PuT MUSCLE 


ESS extea 
MAKE A DATE WITH ESSO INYOUR MOTOR) | ‘For HAPPY MOTORING 


. - — 


Typical copy in a series of three small-space campaigns which Esso is running 
once to three times weekly in newspapers. 


to such omission. Such omission | ment can be reached, the broadcast 
or interruption shall not affect rates | shall be considered as cancelled 
of discount.” without affecting this contract ex- 
Under “substitution of programs | cept that in each such case station 
of public importance,” the contract | chal] allow agency a pro rata re- 
reads: ‘duction in the time charges of the 
Station Sole Judge |station hereunder. Such cancella- 
“Stations shall have the right to|tion shall not affect rates of dis- 
cancel any broadcast covered byj|count.. .” 
this contract in order to erencens | With both the NAB and the Four 


| any event which it deems to be of A's apparently adamant in respect 


public importance. In such case,| to the several points at issue, it 
station shall notify agency as far in | appeared likely this week that 


advance as possible, and agency |agencies would continue to send 


jand station shall agree on a satis- | Stations contracts on their present 
| factory substitute day or time for|form with individual negotiations 


the broadcast, or, if no such agree- | likely to follow. 


. that’s 


or any 


In this group, you suit yourself . . 


how flexible it is. Schedule one, 


two, or all three markets. Make up your 
own combination and save $$ ¥& on any 


combination. 


2 Use Monotone, Duotone or Full Color 
. clear, gorgeous, sparkling color at a 
new low cost... exclusive upstairs adver- 


tising appeal at bargain-basement prices. 


3 And, in addition, you get time-tried-and- 
tested merchandising cooperation that has 
clicked for hundreds of national adver- 


tisers. 


LOUISVILLE 


ATLANTA 


Sunday Courier-Journal Sunday Journal 


represented by 


THE BRANHAM COMPANY and SAWYER-FERGUSON-WALKER COMPANY 


A New, 


Diversified 
Rotogravure 
Test Group 


Test, at low cost, in these diversified mar- 
kets. In Louisville you have a predomi- 
nantly industrial central city with rich agri- 
cultural background. In Atlanta, you have 
the great distributing center of the South, 
with an entirely different type of agricul- 
tural background. And in Miami, you have 
the great cross-roads of the nation. 


Test in these markets. Each is far enough 
away from the other so that there will be 
no conflict in ascertaining results. 


Tap this over-a-billion dollar market with 
Roto Trio. Ask for the new FREE Booklet 
giving full details of new, low, money 
saving rates. 


MIAMI 


Sunday News 


Editorial Copy ee 
in Small Space 


Newest for Esso 


New York, Jan. 14. — Featy; ing 
editorial type copy with smal] in- 
sertions at frequent intervals, Esco 
Marketers this week launched a 
new campaign in newspapers jy, jg 
states and the District of Columt bia 
All ads will be one column b, 50 
lines and will appear in 


SO > 
papers three times a week yo 
others twice a week and in others 
weekly. 

The promotion will comprise 


three separate copy and art themes 
The main series, headed “Feat. of 
Power,” draws a parallel between 
the potency of Esso Extra and out- 
standing feats of power in nature. 
industry and sports. A typica! jn- 
sertion, for example, digs up an 
ancient Greek pugilistic marve} 
who scored 1,400 consecut ve 
knockouts. 

Supplementing the power series 
will be one entitled, “It’s a Dite.” 
featuring significant, amusing nq 
interesting highlights in American 


history. The third series tie: ip 
with weather predictions and «m- 
phasizes Esso’s utility under a}] 
conditions. 

McCann-Erickson is the fsso 
agency. 


Seattle Ad Club 


Opens Coast Crusade 

The Seattle Advertising and Sales 
Club has launched a Pacific Coast 
crusade, called “The Advancement 
of Advertising,” to combat influ- 
ences seeking to undermine public 
confidence in advertising. Warren 
E. Kraft, Seattle manager for Er- 
win, Wasey & Co., is general chair- 
man of the activities of this Pacific 
Advertising Clubs Association 
| Project. 

New officers of the Seattle club, 
installed Jan. 7 by the retiring 
president, Anthony F. Moitoret, 
|Braun & Co., are: president, Hugh 
M. Feltis, KOMO-KJR; first vice- 
‘president, George 
Wilkins & Cole, Inc., second vice- 
president, Carl Tuerke, Christian 
| Science Monitor; secretary, Lila 
‘Arnold, Mail Adv ertising Bureau 


lV. E. Freeland Appointed 


| Vale E. Freeland, who has been 
|with Westinghouse Electric & Mfg 
|Company for 15 years, has been 
| made supervisor of department and 
furniture store sales of the West- 
inghouse merchandising division 


Freed to Tarcher 

Freed Radio Corporation, New 
York, has appointed J. D. Tarcher 
& Co., New York, to handle its 
advertising. Edmund Ridley will be 
account executive. Newspapers 
|where FM stations are on the ai! 
| wil be used for the present. 


Ellison Made Manager 


Clifford L. Ellison, who was 
advertising manager of Brunswick- 
Balke-Collender Company, Chicago 
several years ago, has been madt 
manager of the company’s Pitts- 
burgh branch, replacing J. H 
Hayes, who has been transferred t 
the Atlanta branch. 


xaKeaeae Kae Khe aKa Kd 


ROLL UP SALES| 


through millions of boys and 

girls who want ROLLER SKATES. oki 
A “natural” for any promotion . 
... a product of universal 


appeal plus powerful publicity a wet | 
with America’s skating idol! saatiet | 
Nationally advertised cuAMri | 


IRVING JAFFEE 


“OLYMPIC CHAMPION" 


<co ROLLER SKATES 


Exclusive patented ‘caturt’ 
in “Priced-Right’ qual’? 
SSN slates available only '* 

Sy PREMIUM & PRIZE 
use. Complete cam aig” 
posters, etc. For plans a 
details, write manufacture? 


oLYMPIC CHAMPION SKATE C2. 


MILWAUKEE, WIS. 
EASTERN WAREHOUSE * PHILADELPHIA 


—— 


Weber, Mac F 
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and 
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| 
lew 
mp There’s no record of farmers cashing any egg checks on a barn full of common denominator of entertainment-minded men and women. It’s 
“be - ; ' : bas —_ , 
ers f SWallows. They flit and flounce and hubbub around, and produce nothing been consistent in its leadership in newsstand sales. It’s been consistent 
al 

but commotion. in its urban concentration. It’s been consistent, as far back as the records 

It’s the good old hen, taking her time, laying her eggs and sedately go, in its concentration among young, employed men and women. And 

ck § hatching her chicks, that buys gas for the farmer’s car, coffee for the it’s been consistent in recognizing that temperamental differences not 
age , , ‘ , , : . ‘ ; 
ad farmer’s wife . . . and lipstick for the farmer’s daughter. only exist among magazine readers but must be given consideration in 
itts- / 
Py It takes time for advertising to lay a good selling idea, and hatch making advertising pay. 
__ §f profitable sales. In adapting its editorial policies and format to changing conditions, 


That’s why the general monthly magazine, with its 30 day life, its 
solid substance of hours of good reading, its stimulating fiction and 
authoritative fact, pays off on the advertising of all products that men, 
women and young people need and desire. 

For 56 years Cosmopolitan has been the most consistent and the con- 
‘stently successful general monthly. 

It’s been consistent in its strict adherence to “the best in fiction, fact 


and illustration.” It’s been consistent in its stress on fiction as the great 


Cosmopolitan has been a leader, in front of but always in touch with its 
readers and advertisers, rather than an explorer with whom contact 
may be lost. 

Cosmopolitan, in 1941, as you may note, will indeed be “Greater 
today than yesterday, Greater tomorrow than today.” The sales that you 
can make to nearly 1,850,000 Cosmopolitan families, whose spendable 
income tops $5,500,000,000, (over 10 times the retail shoe sales in 


the U.S.) definitely point to your consistent use of Cosmopolitan. 


Cosmopolitan 


“GREATER TODAY THAN YESTERDAY © GREATER TOMORROW THAN TODAY” ee 
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High Court Puts 
O.K. on Wisconsin 
Trade Stamp Law 


Madison, Wis., Jan. 15.—The 1939 
Young trading stamp law, which 
prohibits the issuing and redeeming 
of trading stamps with the sale of 
fair trade merchandise when re- 
demption of the stamps would 
bring the net price below the pro- 
ducers’ established minimum price, 
was held constitutional Jan. 7 by 
the state supreme court. 

The law was contested by the 
Boston Store and Ed. Schuster & 
Co., Inc., Milwaukee department 
store firms, which have _ issued 
trading stamps for years on cash 
purchases and for prompt payment 
of charge purchases. 

The test case, started more than 
a year ago in circuit court in Mil- 
waukee, named Dist. Atty. Herbert 
J. Steffes, Milwaukee, as defendant. 
Later these defendants were inter- 
pleaded: Gimbel Bros., Milwaukee, 
which does not issue stamps; the 
Wisconsin Retail Jewelers’ Associa- 
tion, the Milwaukee Retail Furni- 
ture Dealers’ Association; the Wis- 
consin Pharmaceutical 
and two independent 


Association 
Milwaukee 


The plaintiff stores were sus- 
tained in their contention that the 
law was “unconstitutional class 
legislation” by Circuit Judge Gus- 
tav G. Gehrz, whose opinion was 
overruled by the high court. 

In its decision, the supreme court 
pointed out that it had previously 
upheld the state fair trade act and 
that the trading stamp law related 
directly to that act and conse- 
quently the stamp measure was not 
“indefinite and uncertain,” as the 
plaintiff stores had claimed. 

In this connection, the decision 
stated that “this chapter (trading 
stamp law) was designed to fortify 
the earlier act and to prevent what 


the legislature considered to be a} 


form of price cutting, which by 
reason of the indirectness of its 
method constituted an_ effective 
means of defeating or evading fair 
trade contracts.” 

It is considered likely that at- 
tempts will be made to amend or 
knock out the act in the 1941 legis- 
lature which convened Jan. 8. 


Hesgo Fabrics to Waters 


Hess, Goldsmith & Co., New 
York, has named Norman OD. 
Waters & Associates, New York, to 
direct advertising of its Hesgo 
fabrics. 


: | 
druggists, Walter Raasch and Paul ‘Department Stores 
C. Janke. 


Foresee Sales Gains 
Sales increases ranging from 5 
to 15 per cent are expected by 109 
of 134 large and medium-sized 
'department stores during the first 
‘quarter of 1941, according to a 
Department Store Economist sur- 
\vey. Women’s apparel and home 
ifurnishings expect to score the 
\largest gains with the former 
\favored slightly more than the 
‘latter. Most stores reported more 
\than one division as likely to im- 
| prove. House furnishings ran third. 
Sixty-six stores plan to tighten 
credit terms this year while 26 will 
relax them and 28 will make no 
change. 


| 
| 


Health Insurance Bows 
Newspapers and direct mail are 
| being used by the National Protec- 
| tive Insurance Company, Kansas 
'City, Mo., in a sectionalized cam- 
paign to introduce a four-month 
health insurance policy to cover the 
months in which illness is most 
| prevalent. 
| a 
| 
‘Behr-Manning Appoints 
Behr-Manning Corporation, Troy, 
N. Y., maker of abrasives and a 
division of the Norton Company, 
/Worcester, Mass., has appointed 
|Lee-Stockman, New York, to 
‘handle its advertising. Hardware, 
lautomotive, vocational and other 
industrial publications will be used. 


dependent food stores 


set-up puts “em in 


advertising support. 


Zone’s 115.000 


Dealers throughout 


RECORD 


Retailers don't give a hang what ter- 
ritory your distribution or sales quota 


but they're mighty 


Troy's sole dailies, The Troy Record 
and The Times Record, are read by 
nearly nine-tenths of the A. B. C. City 
consumers, 
nually spend over $11,356,000 for food. 


tan area. in Watervliet. Green Island. 


Sales Action For Me Starts In 


Says Joseph P. Houlihan, progressive proprietor of in- 


in Watervliet and Green Island. 


N.Y. and a regular newspaper advertiser. 


know this. 


interested in how you dope out their : ; 
tory offer or promotion of an estab- 


means sales 


who = an- 
Troy is New 


this metropoli- — ™ajor market: 


THE TROY 


Newsparers |THE TIMES RECORD 


THE TROY RECORD CO 


J) A VIGER 


Cohoes and Waterford as well as Troy. 
But what they know even 


better is that whether it’s an introdue- 
lished product, a consistent advertising 
program in The Record Newspapers 


action 


YOUR product! 


line buys blanket coverage. 


ADVERTISING 


for 


THEM. on 


York State's lowest cost 


a single rate of L2e per 


RECORD 


MANAGER 


Curtis to Aid in 
Sale of Records 
on Newsstands 


New York, Jan. 15.—Curtis Pub- 
lishing Company will expand the 
scope of its newsstand distribution 
services next month with a new 
phonograph record merchandising 
plan to be promoted with the 
slogan, “Two Hits, Two Bits.’’ One 
double-faced plastic, shatterproof 
record, selling at 25 cents, will be 
released every fortnight. 

Curtis’ only connection with the 
promotion is that of distributor, in 
which capacity the company now 
handles newsstand sales for Es- 
quire, Coronet and the new maga- 
zine Smart. The records will be 
produced by Nuphonic Corporation, 
under the Viking label. 

Initial distribution will get under 
way Feb. 5 with 120,000 records to 
be placed on newsstands in the 
Eastern markets (excluding New 
York City), in the Midwest and in 
a few areas on the West Coast. 
About 40,000 stands will be covered 
at the outset, although Curtis be- 
lieves a potential of 68,000 exists 
for the records. 


Follows New England Test 


The plan will become operative 
following tests in New England 
where excellent sales were report- 
ed. An interesting sidelight on the 
test is the fact that comparisons 
were made between sales of “‘There 
I Go,” a BMI hit, and “Only For- 
ever,” from the ASCAP catalog. 
The former tune was said to have 
outstripped its rival and as a result 
the first four songs to be distributed 
will be BMI works. It is not ex- 
pected, however, that ASCAP will 
be shunned entirely as a musical 
source. 

The “Two Hits, Two Bits” pro- 
motion is reminiscent of the “Hit 
of the Week” plan which flourished 
in the late 1920's. In the latter case 
the records were made of less dur- 
able material than the new product 
and sold for 10 cents per single- 
faced record. Although sales in 
one week reached a high of 600,000 
records—-the Maine Stein Song was 
the lure—the plan petered out along 
with the demise of the phono- 
graph. 

The sponsors of the new scheme 
consider the “Hit of the Week” 
sales record reasonably attainable 
in view of the renascence of the 
phonograph field. 

WKBW Increases Power 

Station WKBW, Buffalo affiliate 
of the Columbia Broadcasting Sys- 
tem, will increase its power to 
50,000 watts on or about Ju e 
The new rate is $400 per evening 
hour, to be charged only from the 
date the station begins operations 
with the increased power. 


Read Joins Mace 

John H. Read, assistant manager 
of the Shellane Bottled Gas Divi- 
sion of Shell Oil Company in 
charge of advertising and sales pro- 


motion for the past four years, 
has joined the Mace Advertising 
Agency, Peoria, Ill, as account 


executive 


Voorhees Opens Office 

Sherman P. Voorhees, 
ing manager of Natural History 
Magazine for the past five years, 
has resigned to start his own busi- 
ness as an advertising and promo- 
tion consultant. Offices are at 6 
E. 45th street, New York 


advertis- 


Agency Promotes Two 


Arthur R. Anderson, formerly 
secretary of Marschalk & Pratt, 
New York, has been named vice- 
president, and G. W. Freeman, for- 
merly copy executive, has been 
appointed secretary 


Sanderson to Mulberger 


Henry A. Sanderson, with the 
Color Print Corporation for the 
past two years, has joined H. C 


Mulberger. Inc.. Milwaukee, as 
vice-president in charge of the 
newly-formed creative department 


POSITION REVIEW 


WHAT ABOUT POSITION? 
LEFTS vs RIGHTS 


Medians of Page Reader Traffx Stops 
Bosed on 194 Left-hand Pages and 186 Right-hond Poges 


MEN 
READERS 


LEFT RIGHT 


WOMEN 


Lert RIGHT 


Above does not include sports society or women's pages 
Also exclusive of pages closed to advertising closshed 
comes and hnancial pages and bull page advertiemen’ 


WHAT ABOUT POSITION ? 
Page 7 or Forward vs. Page 8 or Back 


Medians of Page Reader Vath Stow 


<> 


115 Pages (Page 7 or Forward) 


Wty 


265 Pages (Page 8 or Back) 


TTL ae 


15 Pages (Page 7 or Forward 


AAD ADA Sem 


ATTN 


Above does not include sports, society or women's pages 
Also exclusive of pages closed to advertising, classified, 
comics and financial pages ond full page adverhsements 


feck Figure equals 10 per cont Bored on CSN ® Meport | tm 24 

These two charts, prepared for the sales 
staff of the San Francisco Examiner from 
the Continuing Study of Newspaper 
Readership, summarizes the findings with 
respect to left and right-hand position, 
and front of paper vs. page 8 or back. 
They were distributed to the staff along 
with an analysis by Clarence R. Lindner 

general manager. 


Terry to Push Mints 

Terry Candy Company, Eliza- 
beth, N. J., has begun a national 
campaign for Terry chocolate cov- 
ered thin mints, using radio and 
newspapers. W. I. Tracy, Inc., 


New York, is the agency. 


EYE’ CATCHERS 


n 
Here’s JINX FALKENBURG 
(America’s No. 1 Eve Catel 
a 
H' R pulchritude has graced the cove 
magazines, She's got ereryvthing 
comes higl Jn is the highest price 
n New York best is none too e&e 
I ( subscribers This is of { 
exclusive EYE*CATCHER shots to ay e 
forthe ing releases 
tioml models goml photogray 
uleas flient hea thats what ‘ 
EVE*CATCHERS The world’s great 
lectiot f Sale Promotion ph grap 
its) I sands of attract 
iny need NEW ane t 
nei ‘ 0 priced 
FREE OFFER. Write now for fre 
and subscription deta 


Is No obligat 
EYE*CATCHERS, |i. 
10 East 38th Street, New Yo 


er 


S. Pat fice 
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ADVERTISING AGE 


HAMPAGNE and terrapin, diamond-studded waistcoats and gold-plated bicycles, hundred thousand dollar horses and million dollar 


ing nineties are enshrined with the lush ‘twenties in one dollar books and tifty-cent movies. Sic transit gloria mundi. @ With all his 


R 
; 
7 
Sig side-bets, these were items on the fabulous expense accounts of Diamond Jim Brady and Bet-a-million Gates. Today, the free-spend- 


millions, Diamond Jim could not have bought engravings as fine as we produce today in our air-filtered plant. Their higher quality is recognized, not as 
a luxury but as a necessity of good advertising. And they are sold at one standard price to all. Here the advertising dollar commands the greatest amount of 


engraving value. From the midwest to the Pacific coast, leading advertisers and agencies are saying, “Order the engravings from Collins, Miller & Hutchings.” 


COLLINS MILLER & HUTCHINGS 
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January 20, 194) 
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This department is a reader’s forum. Letters are 


Spreads That Split 
at Will Developed 


To the Editor: I thought you 
might be interested in something 
unique in the way of syndicate 
advertising which is an invention 
of mine and which has taken hold | 
very nicely and will be followed | 
through by other syndicate depart- 
ments at Metro. 

I am enclosing herewith pages | 
from our December jewelry service 
showing double trucks for news- | 
paper advertising that can be used | 
as individual full pages but when 
placed side by side read together 
as a single thought, yet when sepa- | 
rated become two individual | 
thoughts. In one case, you will | 
note that copy even rhymes as a| 
double truck and still rhymes when 
run separately. 

Harry HauptTMAn, 

Metro Associated Services, Inc.., 

New York. 


nr STORE NAME 
, =~ 


fae on 


Voice of the Advertiser 


DOUBLE TRUCK DESIGNED FOR EASY SPLITTING 


—— its 3 
ma” 2+ Ge r < 
ai Siena 


An interesting feature of this double truck is that either half may be run indi- 
vidually without change in layout or copy. 


| plainly carrying all four publica- 
tions in his pack, deserves the sec- 
|ond cup of coffee. 

Mary WaASsSON, 


Advertising Division, Snuggle 
: | Products, Inc., Goshen, Ind. 
welcome. as 


Clears Up “Flying” Use 
by American Airlines 

To the Editor: The writer was 
very much interested in the re- 
sourceful way in which ApvertTIs- 
Inc AGE made “news” of Mr. P. P. 
| Willis’s new book about selling air 
| travel, “Your Future Is in the Air.” 

It was clear that the article was 
not intended as a “review” of the 
book, and should be judged as a 


| 
| 


| 
| 
| 
| 
| 
| « 


|which said America now eschewed 
the word “fly” in its advertising, 
vet ren reese crrre ce ieee 


| you quote this paragraph from the 
STORE NAME ane’ e2e0 | book: 


-—— | “Incidentally, the prize-winning | 
presented by Mr. | 


| advertisement 
| Willis depicted a contented busi- 


v j . . 
‘Cheers Cigar Drive 

To the Editor: Just saw your 
‘issue of Jaa. 6 


Dallas Starts 
Distinctive Series 


To the Editor: The thought) | surely am glad to notice the 
occurs to me that you may be|contemplated cigar campaign, on 
interested in learning of a rather! Page 1. 


unusual sales promotional program At last I will no longer have to 
that will be conducted in The Tim-| apologize because I am old fash- 
berman during 1941 by the Dallas|joned and smoke cigars. It’s about 
Machine & Locomotive Works,|time advertising has been invited 
Dallas, Ore. This organization is|to come to the rescue. Well can I 
one of three manufacturers in the| remember when men entering a 
United States of lumber carriers| bank to borrow seme coin would 
and front end lift trucks for lum-| throw their lighted cigarets away 
ber handling. —now advertising has changed all 
For 1941 a campaign has been | this, 
outlined which we believe expresses | Nowadays a_ prospective bor- 


|rower offers the banker his pack. 
Haroip H. ROSENBERG, 

Babe and. Val. 7 Paformed in Fancy. Editor - Publisher, Building 

GERLINGER PRODUCTS... .. | Supply News, Chicago. 

PERFORM IN 

Facr! 


7, @ © 


‘Sexe He to Him . 

| To the Editor: ay one Jr. to 
j}another, Correspondent Bowes, Jr., 
|made a mistake on a mistake be- 
cause his GMC ad in the Satevepost 
lis right. For his information 
| YMAC means Yellow Manufactur- 
ing Acceptance Corporation, a Gen- 
}eral Motors truck-financing sub- 
| sidiary. 


Maney Rice, Jr., 
St. Louis University Commerce 
& Finance School, St. Louis, 
Addres gaur wngnery bo the Mo. 
DALLAS MACHINE A LOCOMOTIVE WORKS 


rALLAS ORF OON aA 


~~ =. | 


| Slogan for 1941 


To the Editor: Your publication 
has in the past commented upon 
several of the “slogans for the 
year” that our agency has origi- 
inated. Here’s our suggestion for 
1941, as shown in the enclosed 
proof for our client, W. A. Clarke 
Company: 


+ te ame oj thease aunllear. pad hertrahudare 


Artwork for this series of trade paper 

advertisements is being produced by 

newly-discovered talent within the adver- 
tiser's organization. 


distinct individualism. We enclose 


a glossy print of a full-page plate “GET IT DONE IN ‘41” 
that will appear in the February re . = z 

: Yefense ss “ase C 
edition of The Timberman. The! Defense Commission please copy 


Bos GRAHAM, 
Rogers, Philadelphia 


’ 


series for the year will incorporate 
single potent punch lines on Ger- | . © 
linger products. The use of body . 
copy will be minimized, thus giving Latte Delivery 
the reader an opportunity for the To the Editor: If I were the 
us of his own mind and imagina-| Publisher of The Saturday Evening 
tion. Individual topics will be | Post or Liberty, | would be mighty 
executed by ink line drawings and| Put out to find that they were 
imposed on each will be a halftone 
of one of the products of the Dallas 
Machine & Locomotive Works. 

Incidentally, all of these line 
drawings will be executed by a 
young man in their organization 
who has been with them several 
years in the paint department. Bill 
Runyan, the artist, first attracted 
the attention of his principals a 
year ago when he illustrated with 
ink line drawings a book for the 
United States government on Idaho 
folk lore. We _ were especially 
pleased to find the Dallas Machine 
& Locomotive Works desirous of 
utilizing the abilities of one of their 
own employes and we _ wonder 
whether there are not many dupli- ‘ 
cations of such an experience in the 
United States, where capable talent 
is remaining latent in a number of 
manufacturing organizations 

E. P. Hoener, 

Manager, The Tim- 
Portland, Ore 


Gray & 


CONFUSED POSTMAN 


The postman may drink twice, but he's 
a little late with some of his magazines, 
@ reader contends. 


Business 
berman. 


‘delivered two 
| though Life and Collier’s are pretty | fly!’ ”’ 


and meditating, ‘Here I am—the 

days late, even|fellow who said he would never 
good company. We 
I wonder 


fee] that you might have 
if this postman, who is/explained that this ad was an early 


‘new s” story. It is from this point 
of view that the writer suggests 
| more appropriate observation 
|might have been made on one} 
| point. 

After reporting on the caption | 


|ness man sitting back at his ease | 


example of the regular use of th, 
word “fly” and that you might have 
quoted headlines of the ads tha: 
followed—ads which do not use the 
word “fly.” As it is, someone might 
| get the idea that you were pointi ing 
out an inconsistency; i. e., that the 
caption saying the word “fly” haq 
been dropped appeared under ap 
ad in which the word “fly” was 
prominently used. 
L. F. Triccs, 
Ruthrauff & Ryan, Inc., New 
York. 


x & & 


Wants “Exchanges” 


on House Organs 

To the Editor: Here is a “new 

baby” in the house organ field 
about which you may wish to com- 
ment. 
“Valdura Views” goes to approx- 
jimately 5,000 Valdura distributors 
(paint, hardware, lumber and mil! 
|supply dealers) and their salesmen 
| It will be published monthly and 
will be printed with differently 
colored inks on steck of a har- 
monizing color each month. 

We would appreciate your men- 
| tioning the fact that we want ver 
much to exchange “Valdura Views” 
po other house organ editors. 

Don W. WARINNER, 
| Advertising Manager, Ameri- 
can-Marietta Company, Chi- 
cago. 


Only The Jobber - - 


Surely, and his salesmen—thousa 


nds every month— 


a most complete coverage of this important branch of the 


automotive industry. Jobber Topics is the only 100% auto- 


motive jobber publication. 


That's one reason why we were not 


the findings in a report from an indepe 


ndent sales counsel, 


based on an exhaustive study. of automotive trade papers, 


made for an equipment manufacturer. 


He found that Jobber Topics was 


read by 64% more 


jobbers than any other automotive magazine. Sixty-four 


We are flattered, of course, but that result is logical — 


Jobber Topics is edited for jobbers and their salesmen. 


Their scope of influence is so large, their numbers so great, 


their activities so far reaching — they need their own trade 


paper. It is Jobber Topics—and they like it! 


Tue Irnvinc-CLtoup PUBLISHING Co. 


Publishers of Jobber Topics and The Super Service Station 


NEW YORK e CHICAGO © 


NO. 6 OF A SERIES 


CLEVELAND 
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21 


Leading Magazine Advertisers in 


Companies Which Spent Over $100,000 
with Comparisons for 1939, 1938, 1937 


"95 


29g 


119 


139 


Agta Ansco Corp. 


Air Transport Assn. of America 


All-Year Club of Southern California 


Aluminum Company of 
Including: 
Aluminum Company of America 
Aluminum Cooking Utensil Co 
Aluminum Seal Co.. 
Kensington, Inc. 
American Airlines, Inc.. 
American Chicle Company. . 
American Gas Association. 
American Home Products Co. 
Including: 
Affiliated Products Co 
Anacin Co. ... 
Boyle, A. S., Co.. 
Clapp, Harold H., Ine. 
Midway Chemical Co. 
Three-in-One Oil Co. 
Wyeth Chemical Co 
American Meat Institute 
American Stove Company 
American Tel. and Tel. Company 
American Tobacco Co. 
Including: 
American Tobacco Co. 
American Cigarette & Cigar Co 
American Viscose Corp. (The) 
Anheuser-Busch, Inc. 
Arden, Elizabeth 
Armour & Company. 
Including: 
Armour & Company 
Luxor, Ltd. 
Armstrong Cork Co.. 
Association of American Railroads 
Ballantine, P., & Sons.... 
Barbasol Co., The 
Beech-Nut Packing Company 
Ben-Burk, Inc. 
Best Foods, Inc., The 
sigelow-Sanford Carpet Co., 
Bon Ami Company. . 
Book of the Month Club 
Borden Company 
{ncluding: 
Borden Company 
Borden Farm Products Co., 


America 


Ine 


Ine 


Borg-Warner Corp. 
Including: 
Norge Division 


Ingersoll Steel & Dise Division 
Botany Worsted Mills 
Bourjois Sales Co. 

Including: 

Bourjois, Inc. 

Barbara Gould Preparations 

Chanel, Inc. 
Bristol-Myers Company 

Including: 
Bristol-Myers Company 
Rubberset Co. 
Brown Shoe Co. 
Including: 

Brown Shoe Co. 

Blue Ribbon Shoemakers 
Brown & Williamson Tobacco Corp 
California Fruit Growers Exchange 
California Packing Corp 
California Perfume Co. 
California Walnut Growers 
Campana Sales Company 
Campbell Soup Company 
Canada Dry Ginger Ale, Inc. 
Canadian Pacific Railway Company 
Cannon Mills, Inc. 

Carter Products, Inc 
Including: 

Carter Medicine Co 

Feminine Products Co., 
Caterpillar Tractor Co 
Celanese Corp. of America 
Celotex Corporation .. 
Champion Spark Plug Co 
Chesebrough Mfg. Co 
Chicago Flexible Shaft Co 
Chrysler Corporation 

Including: 

Chrysler Corp 

Airtemp, Inc. 

De Soto Motor Co 

Dodge Motor Co.. 

Plymouth Motor Co 
Clorox Chemical Co. 
Cluett, Peabody & Co., 
Coca-Cola Company 
Colgate-Palmolive-Peet Co 
Commercial Credit Co 
Congoleum-Nairn, Inc 
Continental Can Co.. 
Continental Oil Co. 

Ine 


Assn 


Ine 


Inc 


Coopers, 


— 


—" 


~ 


1940 
124,750 $ 
217,635 
164,660 
542,169 


350,320 
143,154 

29,850 

18,845 
226,326 
228,250 
365,030 
437,999 


91,998 


37,156 
266,430 
20,726 


21.689 


279,480 
144.725 
191,488 


2,998,126 


128,036 
870,090 
247,348 
227,356 
144,794 
444.682 


415,112 
29,570 
469,390 
245,165 
212,548 
107,550 
456,615 
122,943 
439,759 
275,040 
433,937 
155,067 
308,823 


295,910 
12,913 
102,150 


100,450 

1.700 
141,942 
289.768 


234,863 


224.717 

11,600 
364,213 
439,090 
714,590 
112,425 
172.870 
103,801 


914,493 


194,157 
108,102 
486,613 
239,204 


75,464 
163,740 
116,220 
198,835 
124,311 
363,285 
111,050 
265.631 


.164,114 


082.167 


558,196 
912,927 


610,824 


345,634 
602,985 


.142,070 


225,607 


111,985 
376,646 
107,878 
108,300 
104,490 


a 


— 


to 


to 


— 


— 


TRY Pe 


1939 
119,622 $ 
95,811 
132,400 
270.533 


138,127 
81,711 
32,840 
17,855 

122,975 

301,669 

344,120 

490.874 


93,638 
1,609 
36,569 
311,040 


23,569 
24,449 


124,375 


023,293 


.800,.604 


.798,654 
1,950 
129,353 
184,082 
212,050 
301,461 


261,641 

39,820 
542,205 
219,704 
105,398 
105,530 
410,868 

54.650 
575,340 
179,300 
430,710 
190,917 
252.036 


240,770 
11,266 
151,471 


151,471 


237,477 
21,966 


2i,ddd 


053,442 


040,017 


13,425 
247,172 


235,272 
11,900 
400,451 
277,216 
477,328 
73,300 
138,500 
85,004 


659,187 


272,518 
164,950 
432,450 
237.065 


92.041 
145,024 
98,325 
76,788 
149,919 
386,815 
120,850 
208,705 


.138.405 


717,460 

861 
355,317 
577,893 


486,874 


139,850 
608,250 
982.870 


013,543 


87,424 
390.950 
82 
121,637 
60,900 


= 


te 


ve Advertising 


1938 
110,866 


160,265 
321.401 


162,541 
85,642 
63,955 

9,263 
96,325 

320,837 

297,000 

197,635 


1,585 
29,129 


26,627 


37,934 


147,100 
,098,106 
068,579 


062,879 
5,700 
342,015 
242,054 
117,594 
379,904 


329,518 
50,386 
280,180 
423,869 
4,710 
89,705 
402,544 
128,861 
582,100 
116,950 
466,620 
66,384 
17,296 


6,249 
11,047 
103,500 


103,500 


983,423 


932,078 
51,345 
76,630 


473,296 
430,179 
794,130 
46,200 
210,025 
149,547 
£953,846 
357,620 
214,951 
413,040 
90,182 


90,182 


68,630 
85,638 
30,248 
382,856 
142,975 
267,764 
614,849 


478,691 
74,432 
445,604 
437,298 
178,824 
114,734 
519,602 
949,105 
.199,314 
248,706 
354.845 
76 
122,275 
62.300 


Age Comptlat 


- 


> 


172,662 
600.615 
460 
121,700 
37.325 


hon Based on Records ot Pub 


lishers’ 


Information Bureau. Ine. 
1937 Rank 
88.300 121 Corning Glass Works 
66 Corn Products Refining Co 
164,729 105 Coty, Ine. 
538,132 221 Crane Co. 
82. Cream of Wheat C orp., The 
330,160 178 Crosley Corp. 
147,025 89 Cudahy Packing Company, The 
48,739 194 Curtis Publishing Company 
12,208 260 Curtiss Candy Co.. 
26,138 169 Davis, R. B., Company. 
299,920 92 De Beers Consolidated Mines, Ltd.. 
353,325 199 Dick, A. B., Company. 
255,090 39 Distillers Corp Seagra im’s L td. 
Including: 
Seagram, Joseph E., & Sons, Inc 
1,686 Calvert Distillers Corp.. 
47,885 113. Doubleday, Doran & Co., Inc. 
Including: 
Doubleday, Doran & Co. 
39,009 Book League of America, Inc 
49.681 Literary Guild of America, Inc 
Junior Literary Guild 
153,630 256 Dow Chemical Co. 
1,212,151 111 Drackett Company, The 
1,909,644 291 Dunn & McCarthy, Inc. 
58 Du Pont, E. I., De Nemours & Co 
1,857,044 Including: 
52,600 Du Pont De Nemours & Co. 
35,302 Du Pont Cellophane Co 
159,507 Du Pont Rayon Co 
155,097 Remington Arms Co 
598,279 Peters Cartridge Co 
3 Eastman Kodak Co. 
562,279 Including: 
36,000 Eastman Kodak Co 
594,975 Tennessee Eastman Corp 
604,862 150 Electric Auto-Lite Company 
7.500 Including: 
Electric Auto-Lite Company 
494,780 Prest-O-Lite Battery Co., Ine 
169,375 U. S. L. Battery Co.. 
350,825 210 Electric Storage Battery Co 
368,735 116 Elgin National Watch Co 
463,495 78 Emerson Drug Co. 
123,971 254 Ex-Lax, Inc. 
83,972 185 Factor, Max 
57 Fels & Company 
72,580 247 Felt & Tarrant Mfg. Co. 
11,392 166 Firestone Tire & Rubber Co 
533,850 182 Florida Citrus Commission. 
271 Florists’ Teleg. Delivery Assn 
528,250 180 Florsheim Shoe Company 
’ 8 Ford Motor Co 
58,930 Including: 
218,132 Ford Motor Company 
Lincoln Motor Company 
29 Frankfort Distilleries, Inc. 
154 French, R. T., Company, The 
Including: 
2,708,448 French, R. T., Co. 
Atlantis Sales Corp. 
2,599,254 248 Fruehauf Trailer Co 
102.930 96 General Cigar Co... 
93,826 7 General Electric Co 
Including: 
Edison G. E. Appliance Co., Inc 
General Electric Co... 
$91,405 General Electric X-Ray Corp. 
234,424 Warren Telechron Co............ 
753,109 12. General Foods Corporation. 
59,025 Including: 
129,050 Baker's Chocolate & Cocoa 
168,036 Baker’s Cocoanut 
1,813,543 sirds Eye Frosted Foods. 
382.880 Calumet Baking Powder 
227,791 Certo 
393.613 Diamond Cc rystal Salt 
89,258 Grape-Nut Flakes 
Jell-O 
89.258 Jell-O Ice Cream Powder & Mix 
Jell-O Puddings 
161.201 Log Cabin Syrup 
94.103 Maxwell House Coffee 
120.979 Minute Tapioca 
261.848 Post Brand Flakes 
137.170 Post-O Cereal 
97.821 Post Toasties 
3,396,927 Postum 
Sanka 
961.979 Sure-Jell 
112,755 Promotion Copy 
582.963 Financial Reports 
704.856 saker’s Chocolate Jumbo Bar 
1.034.374 63 General Mills, Inc.. 
123.975 Including 
428.400 General Mills, Inc 
867.325 Sperry Flour Co. 
2,009,690 1 General Motors Corp. 


Wivisions 
AC Spark Plug 
Delco Products 
Delco Remy 


(Div.) 
(Div.). 
(Div.) 


1940 
260,720 
465,342 
306,124 
148,185 
382,470 
177,061 
360,449 
157,571 
120,989 
187,108 
348,330 
158,050 
712,054 


320,189 
391,865 
289,232 


20,401 
128,905 
139,306 

620 
124,125 
291,562 
104,718 
507.947 


219,116 
84,000 
18,620 
61,919 
24,292 

549.365 


549.365 
216,954 
208,954 


8,000 
153,425 
287,345 
427,607 
124,601 
167,553 
534,790 
127,050 
190,660 
171,436 
113,055 
176,007 


2,061,344 


689,824 
371,520 
997,604 
204,788 


126,310 
341,875 


2,105,881 


I 


266,472 
786,018 


618,233 


164,075 
15,194 


277,550 


21,271 
160,296 
12,616 


7 9n7 
Pr 257 


38,963 


96,030 
187,653 
92,656 


192,986 
45,155 
250,330 
54,781 


270,048 
10,620 
184,815 
(Continued on Next Page) 
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— 
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1939 
197,578 
493,762 
302,089 
139,930 
266,632 
62,671 
416,437 
161,908 
195,371 
241,476 
188,930 
202,983 
950,994 


486,874 
464,120 
195,955 


98,747 
18,380 
77,628 
1,200 
76,576 
279,840 
83,980 
480,066 


153,839 
184,000 
54,225 
65,790 


ay 


564,314 
7,200 
162,170 


118,070 
23,600 
20,500 

101,700 

278,115 

388,629 

117,914 

136,589 

406,525 

107,870 

221,205 

176,244 

106,300 

162,585 


826,753 


»463,722 
363,031 
,027,204 
159,544 


2,443 
172,244 
,606,242 


162,720 
398,767 
1,180 
43,575 
532,229 


48,295 
36,000 
1,419 
94,048 
126,500 
11,385 
199,716 
222,150 
2,062 
32,190 
30,450 
283,700 
71,375 
500 

387 

544 
721,625 


695,000 
26,625 


010,681 


s 
ne 
uy 
a 
as 


180,030 


1940 


1938 
179,485 
569,014 
284,204 
119,580 
346,445 

91,204 

490,535 
199,098 
159,685 
126,405 


713,307 
392,250 
31,741 


62,000 
193,701 
119,105 
624,155 


175,378 
195,320 
156,684 
70,765 
26.008 
639,280 


626,405 
12,875 
94,156 


88,000 
189,655 
248,337 
128,829 
107,861 
426,425 

86,220 
117,520 
205,726 
113,850 
136,166 

1,128,516 


811,933 
316,583 
,199,406 
147,164 


66,845 
562,254 


— 


283,243 
.240,166 


— 


36,400 
134,601 


126,909 


9,360 
28,500 
151,335 


69,000 
21,465 
107,692 
7,729 
930 
37,398 
22,311 
321,451 
39,633 
984 

108 


3,500 
122.066 


— 


1937 
210,068 
641,468 
295,091 
96,150 
407,105 
238,723 
569,362 
49,408 
50,227 


100,684 


240,655 
801,368 


500,968 
300,400 
9,246 


26,040 
230,950 
113,517 
698,332 


286,964 
199,150 
122,145 
68,432 
21,641 
729,505 


723,025 
6,480 
116,768 


86,000 
313,033 
247,740 
301,697 

98,215 
313,360 

73,820 
294,239 
173,069 

89,840 
201,110 

1,579,682 


1,250,474 
329,208 
047,840 
122,437 


— 


67,989 
54,448 
16,750 


: 2,133,997 


262,410 
£786,782 


—_ 


73,810 
405,144 


137,785 
86,756 
7,698 
32,075 
81,585 
31,350 
18,030 
219,980 
1,419 


74,026 
96,991 
160,200 
23,446 


734,021 


7,001 666 


226,032 
20,900 
196,050 


ote eet — f Fie oe ere ie bis “= ra ate eS : . ee g Pa ae Os ras + 4 Pi , as We Sider 
oe er a Tayee pa | yea 5 ut ; xP ay ree e ae Ba a ow ete F we ’ ik a id : ; eh Pe ie eile uf 
ee | 
Po a 
| | a rr ae es oe 
° eg 
Rank ” e 
32 J er Se ile 
49 ee , <. ee 
So ee = Ie 
a ae 
co aks 
e Bae ds 
= 183,475 P| ae 
oe 
“ 1,105,557 aa 
_ ee 
: a . iets 
225 P| — 
2 ] ; ie, 
21 I | | ee 
3 PF — = a 
2 I 1 as ¥ 
- $ 
129 ae 
145 ai 
224 ; 
70 99 919 ates 
571,514 
iil 
i. ae s ac ie 
64 . ee 
130 a ae 
a ee. 
286 . 
69 a 
258 — 
73 ae 
; a Ts 
] O04 =. 
Pero. 
- Tp a rm 
ee 
Pe Pe _ 
pC 7; sl ’ 
= 88,126 53,750 i .., 
Pt? 287,218 193,578 I ga 
ae 
1 l - _ Psi. 
27,100 pe apt 
27,805 P| oe. — 
9 1974032 Li | a 72,147 ee 
75,017 er 
id , 
1951657 ————! 1 Ya 
= 236.317 —_ | "1 | os 
F ! I I Pee: x 
r — = 
38 — | "1 | ica 
274 _ 
181 132,350 a re 
293 22 696 . a 
13 ; oa l Pe 7,370 | . id = 
=e 47,790 a %... 
281 158,266 ae 
61 3,036 a i 
135 : 15,930 . 
rs 152,712 : 
a a 1,419 =e 
268 4 
161 249,165 a 
255 : 13,725 eae ccs 
88 ye 27,273 a 
276 : : ais 
120 ot 
4 q Pia 
2 TO | 
yo 
800 poe ee 
420 hee 
te 
a 475,550 836,692 Pe a 
94 oa 
48 pO 457,920 P| 814,586 722,421 
25 | 17,630 22,106 a em 
20 El 6,717,144 GMM *4,121,557 * od 
275 
33 a 281,850 oa 
%O- a ee . 
~ .) > e % bo ae 
: = be 
292 j 
3 a 
et + 
AG ie : 2 “ ee ae ; ' i i F wi = * “ 4 I. a F r ‘ mt Se F 
*, a ae as $6 -. = ae - = ~~ ba Say pt de ee Wyss Ce ee ee ee , Sa Se ale ao if s ees Gis io ’ EG ae be ; we 
ee aie: ha a og ae i ee Py A aa. $4 ee a he a ; : I ie Pe ae ae ae. os ue See ee -. ee PC, eee 
She ey oe = we bis a my. es x * me oo es a r. > i» -m ey pag 7 nb PRPs: ; eee’ % ¥ ; a f ma 3 ~ = te SK % oe fy y 2 i Ps b Pope Oe ee tS aes - Thy * 
ies. Wie ae ee em a we CR ae ho a Pe Se fee eS ee ae Dee. ‘ pak ae ee eee ¢ Tee a 


ADVERTISING AGE January 20, 194) 
(Continued from Preceding Page) 
1940 1939 1938 1937 Rank 1940 1939 1938 1937 
Fisher Body (Div.) 459,590 442 366 209,776 722,253 215 Magazine Repeating Razor Co. 151,470 110,664 93,015 46583 
Guide Lamp (Div.) 32,250 20,000 et 8 6=tiéiék dws 158 Biateon Navisition Ce. ........caccce 201,180 198,375 197,450 185,267 
Hyatt Bearings (Div.) 25,890 21,300 21,030 45,900 198 Maybelline Company, The............ 158,568 175,951 147,247 211,487 
Inland (Div.) 29,370 29,370 ; si 53,045 219 Maytag Company, The. 148,745 82,077 122,140 
New Departure (Div.) 74,343 54,141 26,724 75,164 107 McGraw Electric Company. 303,497 283,515 239,679 253,818 
Packard Electric (Div.) 21,000 8.985 3,048 5,730 138 McKesson & Robbins, Inc. 236,761 171,663 122,682 314.519 
Subsidiaries: Including: 
General Motors Acceptance Corp. 407,565 245,306 3,015 McKesson & Robbins. 222,758 164,122 100,248 251,983 
General Motors Sales Corp: Liquor Division .... 14,003 7,541 22,434 62,527 
Buick Motor Div. 780,382 703,649 658,690 787,971 yi Me |, 124,692 88,327 101,657 152.667 
Cadillac Motor Car Div 349,223 379,592 438,755 464,299 50 Metro-Goldwyn-Mayer Pictures Corp. 574,979 445,245 153,899 238,433 
Chevrolet Motor Co.. 1,314,594 1,059,274 655,778 1,058,845 27 Metropolitan Life Insurance Company 1,057,758 1,048,809 1,052,258 1,048.036 
Diesel Engine Division 48,000 78,000 ia enn aaa 237 Miles Laboratories, Inc....... 134,759 200,235 232,473 242.732 
Frigidaire Division 507,721 566,917 379,195 684,792 242 Minnesota Mining & Mfg. Co. 131,374 28,225 8,400 
Oldsmobile Division 688,799 601,389 420,014 658,315 101 Minnesota Valley Canning Co. 335,155 240,365 235,210 176,875 
Pontiae Motor Division 679,608 531,028 365,851 439,437 263 Morrell, John & Co....... 119,508 78,890 79,492 50,248 
United Motors Service 52.000 52.000 40,000 31,276 68 Morris, Philip & Co., Ltd., Inc. 459,005 274,699 280,985 169.726 
Affiliated Companies: 267 Morton Salt Company.... 116,720 118,883 120,178 115,183 
Ethyl Gasoline Corp. 404,065 364,350 354,436 462,126 26 Nash-Kelvinator Corp. 1,082,675 966,320 *347,928 *1,004,297 
General Motors Truck 143,700 106,680 84,295 184,737 Including: 
General Motors Corp... 233,561 294,740 2,079 723,672 Nash Division 779,155 783,420 227,518 548,735 
208 General Time Instruments Corp 153,904 146,145 Kelvinator Division ............. 303,520 182,900 100,110 398,272 
Including: 192 National Association of Ice Industries. 162,291 158,955 105,525 141,685 
Seth Thomas Clock Co. 12,629 11,843 32 National Biscuit Company. 845,832 568,431 525,917 618.239 
Westclox Division .. 141,275 134,302 "ee ee is 234 National Board of Fire Underwrite: Ts 136,530 237,640 183,660 50.685 
114. General Tire & Rubber Company 288,884 326,339 321,370 365,665 30 National Dairy Products Corp.. 984,127 605.459 *413,046 835.527 
209 Gerber Products Company 153,621 151,716 86,649 109,677 Including: 
153 «Gillette § Safety Razor Company. 206,894 339,929 352,830 380,530 National Dairy Products Corp. 7.475 9,812 14,340 174. 2 
168 Glenmore Distilleries Co... ; 187,420 263,320 240,325 166,992 Kraft Cheese Co. 922 366 546,482 398.106 661.525 
33 Goodrich, B. F., Company, The.... 839,006 643,889 579,125 1,034,081 Pabst-ett Corp. .............. 44,286 49,165 bmanhins 
Including: 31 National Distillers Products Corp. 884,951 971,455 1,043,634 601,816 
Goodrich, B. F., Co., The. 673,325 540,740 510,263 934,119 220 National Lead Company. ; 148,200 154,550 196,160 292.270 
Goodrich Footwear Division. 32,464 42,459 19,177 53,211 278 New York Life Insurance Company. 108,360 105,676 194,022 186,279 
Hood Rubber Co., Inc....... 133,217 60,690 49, 685 46,751 162 Norwich Pharmacal Company, The 194,362 149,544 132,406 241,037 
35 Goodyear Tire & Rubber Co., The 809,050 ~=1,147,286 881,559 1,037,379 179 Noxzema Chemical Co. 176,510 i 4,591 1,939 
79 Great Atlantic & Pacific Tea Co., The 418,659 370,761 165 Olson Rug Co.... 193,099 183,555 188,774 200,389 
Including: 98 Oneida. Ltd. 340,682 306,918 228,462 293.905 
Great Atlantic & Pacific Tea Co. 274,470 260,241 97 Owens-Illinois Glass re ompany. 341,723 85,234 28,680 49 962 
Quaker Maid Corp., The 144,189 110,520 Including: 
123 Greyhound Management, Inc 256,728 288,437 266,270 265,172 Owens-Illinois Glass Co 222,610 8,852 
277 Gruen Watch Co 109,605 98,885 80,355 140,130 Libbey Glass Co. 43.250 5.250 
200 Gulf Oil Corp.. 158,023 174,441 193,911 256,373 Owens-Corning Fiber glass Corp.. 75,863 71,132 
211 Hamilton Watch Co... 152,880 126,910 117,560 141,715 122 Pabst Sales Co. 257,137 302,037 182,535 242,457 
188 Hammermill Paper Co 164,635 164,635 150,050 177,485 45 Packard Motor Car Co.. 622,210 551,944 531,135 716.526 
155 Hancock, John, Mutual Life Ins. Co 204,132 200,400 177,680 138,125 201 Pan American Airways System 157,465 3,086 ate 
299 Hastings Mfg. Co 100,250 81,750 46,000 40,750 160 Pan American Coffee Bureau. 200,059 267,539 154,245 
Including: 148 Paramount Pictures, Inc 222.631 272,534 369,454 212.530 
Hastings Mfg. Co 60,250 61,750 46,000 40,750 270 Parke, Davis & Co. 113,100 110,329 135,238 153,633 
Casite Mfg. Co.. Byes 40,000 20,000 wee 108 Parker Pen Co.... 302,040 266,724 276,055 393,564 
212. Hat Corporation of America, The 152,334 192,045 60,083 108,991 249 Penick & Ford, Ltd., Inc. 125,955 117,933 96,476 114,996 
294 Hawaii Tourist Bureau 103,041 77,283 74,608 81,707 222 Pennsylvania Grade Crude Oil Ass’n 145,300 121,629 155,720 121,820 
80 Hawaiian Pineapple Co.. 415,436 506,427 490,681 182,238 206 Pennsylvania Railroad, The........ 155,505 143,897 110,642 2,234 
15 Heinz, H. = Cw. 1,496,061 1,006,727 1,151,015 1,540,848 171 Pennsylvania State Publicity Comm 183,425 60,872 53,531 17,248 
257 Heublein, G. F., & Bro.. 122,964 123,098 129,598 185,998 159 Pennzoil Co., The... 200,430 167,935 152,870 205,12 
186 Hoover C beady The. 167,450 212,750 213,240 180,660 298 Pepper, Jas. E. & Co., Inc.. 100,572 
77 Hormel, Geo. A., & Co. 431,433 401,834 154,664 69,895 136 Pepsi-Cola Co. .... 238,141 era scstres 
204 Hubinger Co., The 156,440 55,149 48,621 70,289 51 Pepsodent Co., The. 562,806 585,591 289,532 458,209 
99 Hudnut, Richard 337,712 203,515 168,017 465,023 232 Pequot Mills we 138,878 132,300 140,610 117,450 
71 Hudson Motor Car Company 442,047 475,533 180,099 613,971 72 Personal Products Corp........... 440,464 384,885 283,640 220,746 
190 Hudson Products, Inc. 163,026 59,001 49 Philco Radio & Television Corp. 594,292 384,498 165,138 595,430 
128 Hygienic Products Co.. 249,545 248,983 240,451 239,719 173. Pillsbury Flour Mills Co.. 182,876 209,389 215,171 276,713 
19 International Cellucotton Products Co. 1,236,030 764,161 709,714 1,004,497 Including: 
52 International Harvester Company, Inc. 554,852 580,992 614,825 507,133 Pillsbury Flour Mills Co 182,016 209,389 
238 International Shoe Co. 134,543 117,836 142,422 123,232 Globe Grain & Milling Co. eee ae 
93 International Silver Co. 346,496 286,227 298,715 325,713 144. Pittsburgh Plate Glass Company. 228,193 262,520 166,000 375,18 
205 International Textbook Co. 155,619 151,900 113,811 149,237 265 Polk Miller Products Co 117.763 116,921 98.659 93.45 9 
Including: 202 Proctor Electric Co.... 157,070 11,500 7 ; ; 
Interna’l Correspondence Schools 155,619 151,900 105,216 124,918 4 Procter & Gamble Company, The. 2,645,921 2,460,207 1,920,311 2,312,593 
Woman’s Institute of Domestic 91 Prudential Ins. Co. of America. 351,955 228,993 121,579 119,793 
Arts & Science, Inc. ' — 8,595 24,319 84 Pullman Company, The....... 369,085 389,890 337,401 499,957 
240 Interwoven Stocking Co... 133,049 108,351 100,240 88,057 124 Pullman Standard Car Mfg. Co. 256,140 yk ae Les . 
239 Investor’s Syndicate . 133,460 104,090 136,295 118,155 59 Quaker Oats Company.... : 488,554 199,646 149,083 479,157 
296 Iron Fireman Manufacturing Co. 101,030 94,195 102,560 126,756 131 Quaker State Oil Refining Corp. 244,813 277.862 242,377 189,833 
28 Jergens-Woodbury Co. 1,038,706 = 1,018,052 74,608 776,354 85 Radio Corporation of America. 366,685 336,678 723,914 553,067 
Including: Including: 
Jergens, Andrew, Co 360,796 230,947 198,245 197,080 Radio Corporation of America 19,945 12,693 85.429 92.783 
Woodbury, John H., Inc 677,910 787,105 676,363 579,274 R. C. A. Communications . 5,700 64,964 
288 Jests, Inc. .... 107,316 - R. C. A. Mfg. Co.-Victor. . 335,365 222,868 524,452 426,208 
245 Johns-Manville ‘Corpor: tion 127,655 140,200 123,733 208,049 National Broadcasting Co 11,375 95,417 49,069 83.626 
100 Johnson & Johnson 336,640 551,473 582,689 803,273 R. C. A. Mfg. Co. Bea rls woo TAS 90.450 
176 Johnson, S. C., & Son, Ine 179,754 129,113 71,237 117,900 44 Ralston Purina Company 637,679 488,890 451,562 27,097 
241 Kaufmann Bros. & Bondy, Inc. 132,554 109,107 109,205 116,749 177 Real Silk Hosiery Mills, Inc 177.784 217.036 236.220 917,586 
14 Kellogg Company 1,506,711 1,863,196 746,270 413,745 196 Remington Rand, Inc 160,267 192,359 280,775 211,847 
152. Kendall Company, The 210,828 199,578 229.165 232.516 Including: 
Including: Remington Rand, Inc 80,978 97,097 183,240 144,177 
Bauer & Black 167,174 160,017 183,565 183,904 General Shaver Corp 79.289 95.262 97.535 67.670 
Kendall Mills 43,654 39,561 45,600 48,612 300 Revere Copper & Brass, Inc 100,125 80,425 
282 Kimberly-Clark Corp 107,985 97,527 111,260 65,595 223 Revlon Nail Enamel Corp 146.547 113.281 87.200 30,300 
246 Kleinert Rubber Co., I. B 127,142 93,039 66,195 119,971 5 Reynolds, R. J., Tobacco Co 2,171,637 2,075,025 2,788,055 3,003,743 
65 Knox Gelatine Co., Inc 466,543 372,600 200,797 131,361 142 Royal Typewriter Co., Inc 229,348 136,755 211,904 228 506 
290 Kroehler Mfg. Co 105,275 145,975 54,414 151,400 243 Rubenstein, Helena . 129,654 93,429 73.075 90.920 
; 55 Lady Esther, Ltd 540,620 312,816 240,482 397,484 95 Safeway Stores, Inc. 344,387 427,819 
a = 17 Lambert Company, The 1,355,504 1,615,627 1,725,955 2.130.016 64 Santa Fe System 117.779 82.832 76.340 131.302 
a Including: 23 Schenley Distillers Corporation 1,188,804 847,912 264,613 824.400 
Lambert Pharmacal Co 1,293,419 = 1,515,983 1,583,975 1,918,731 184 Schick Dry Shaver, Inc 170,390 151,514 212,466 395,209 
Z Pro-phy-lac-tic Brush Co 62,085 99,644 141,980 211,285 236 Schieffelin & Co. 135.471 286,476 305.171 311,329 
: 16 Lamont, Corliss & Co 1,418,452 1.237.660 1,104,950 1.070.952 Including: 
Including: Schieffelin & Co. ; 132,635 276,816 302,460 639 
Pond’s Extract Co 1,267,837 1.075.932 1,047,891 1,070,952 American Kitchen Products Cc 0 2.836 9.660 2,711 16,690 
. Cailler, Peter, Kohler Swiss 81 Schlitz, Jos., Brewing Co. 400,056 514,250 168,675 160,259 
7 _ Choc. Co . 150,615 161,728 57,059 191 Scholl Mfg. Co., Inc., The. 162,747 148,782 148,547 151,353 
i eee wp , rye rit 174,360 154,758 37 Scott Paper Company 741.090 672,465 648,672 578,85% 
ee ei Ss ‘ Ss re 20,° a7 = rm ‘ 922 "9 a7e ona ¢ 995 93 
47 Lehn & Fink Products Corp 614,664 595,983 588,732 780,751 a ome ag on ae rhigr te pte 466.773 
6 Lever Brothers Company 2,135,520 1,312,762 1,441,692 1,554,540 110 Sh: To Ww A. Penc <08 208 973 ra 908 7 927 BN 
; 60 Libby, McNeill & Libby ; 487,533 389,306 576,465 409,458 ; snaeter, A., Pen Co 298.3! 973.120 208.700 , 
272 Libbey-Owens-Ford Glass Co.... 112,747 304,652 »=—s«:127,042 ~—.233.090 Including: — - _ 
’ 289 Liberty Mutual Insurance Co 105,409 90,151 83,875 85,600 Shaeffer, W. A., Pen Co 277,398 245,620 
203 Life Savers, Inc 156,682 163,825 58,058 32,300 Wasp Pen Co 21,000 27,500 
10 Liggett & Myers Tobacco Co 1,851,832 1,894,390 2.508.930 2 230.120 90 Shell Union Oil Corp. 359.884 656,905 650,010 671,09 
230 Loose-Wiles Biscuit Co 141,580 108,600 98,600 100.935 Including: 
244 Lorillard. P.. Co.. Inc 128.811 451,857 805,269 568.274 Shell Oil Co., Inc.—San Francisco. 354.876 651.455 650.010 
2 195 Lorr Laboratories rf 160,338 63,666 5,425 Shell Oil Co., Inc.—New York City 5,008 5,450 
, Luft, Geo. W., Company, The 152,166 158.828 138.901 219.070 (Continued on Next Page) 
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(Continued from Preceding Page) 
pank 1940 1939 1938 1937 Rank 1940 1939 1938 1937 
196 Shulton, Inc. ......... 203,278 148,286 53,527 11,300 218 Tide Water Associated Oil Co 149,578 133,405 127,288 153,625 
62 Simmons Company ..... 481,885 471,971 247,500 286,515 217 Timken Roller Bearing Co. 150,045 59,025 24,700 70,300 
174 Simoniz Company, The . 181,115 181,023 193,812 239,004 167 Travelers Insurance Co., The 190,530 181,300 193,584 153,689 
157 Sinclair Oil Refining Co. . 201,613 198,440 199,190 162,600 227 Twentieth Century Fox Film Corp 143,045 294,150 174,482 100,611 
164 Singer Sewing Machine Co. .. 193,650 171,719 154,600 183,445 46 Union Carbide and Carbon Corp 616,502 445,020 284,136 286,769 
141 Smith, Alexander & Sons Carpet Co... 231,234 243,654 34,480 Including: 
140 Smith, L. C. & Corona Typewriters, Inc. 231,734 224,646 174,622 182,166 Union Carbide & Carbon Corp 950 289 1,036 1,029 
92 Socony-Vacuum Oil Company, Inc. 1,190,756 1,135,394 956,891 1,209,503 National Carbon Company 581,892 424,031 283,100 285,240 
126 Somerset Importers, Ltd. ........ 253,819 237,189 178,367 129,956 Carbide & Carbon Chemicals Corp 4,800 500 
106 Ss. O. S. Company, The...... 306,082 304,826 272,352 217,989 Bakelite Corporation 28,860 20,700 ee 
216 Southern Pacific Company ... “= 151,093 155,320 114,797 121,582 226 Union Pacific Railroad. 143,603 149,081 84,798 170,814 
#9 Spencer Corset Company, Inc., The.... 114,403 115,875 116,350 115,250 259 United Air Lines.... 121,445 108,133 110,600 94,149 
34 Squibb, E. R. & Sons.... ieee oe 829,800 795.466 678.620 831,965 189 United Artists Corporation... 163,113 270,264 138,478 104,957 
Including: 228 United Brewers Industrial Foundation 142,390 169,991 143,199 : 
Squibb, E. R. & Sons. rh . 693,474 683,087 563,421 756,563 183. United States Gypsum Co 170,780 at : 37,266 
OO a a eee ee 136,326 112,379 115,199 75,402 42 United States Rubber Co. 684,193 520,311 340,031 518,450 
11 Standard Brands, Incorporated . 1,711,694 1,050,376 1.187.374 1,759,119 284 United States Shoe Corp. 107,975 120,506 105,775 111,610 
Including: 132 United States Steel Corporation 244,524 152,554 125,228 659,044 
American Institute of Baking. 223,258 Including: 
Chase & Sanborn Coffee........ 390,407 18,000 131,500 670.600 United States Steel Corp 188,565 123,844 112,515 615,220 
Chase & Sanborn Tender Leaf Tea 87,220 77,125 117,025 Cyclone Fence Co. 35,959 28,710 12,713 43,824 
Fleischmann’s Dry Gins. eo 320,889 268,538 230,952 176,415 American Steel & Wire Co 20,000 ; ; 
Fleischmann’s Yeast ...... 464,313 262,475 625,952 568,494 262 Van Camps Sea Food Co., Inc 119,596 111,450 98,565 41,625 
Royal Baking Powder.. ; 203,920 178,180 198,970 226.585 214. Vick Chemical Company 151,788 207,307 263,399 366,468 
Royal Gelatin Desserts. 121,965 250 =Visking Corp. 125,540 86,450 52,700 
Royal Pudding ...... Py os ; 122,980 22.800 #3 Walker, Hiram & Sons, Inc 649,722 600,862 899,276 589,425 
933 Hotels Statler Co., Inc.......... 138,612 85.050 133,926 Including: 
40 Sterling Products, Inc. .. 706,466 1,091,024 686,253 1,070,783 Walker, Hiram & Sons, Ine 649,722 600,862 816,151 421,125 
Including: Gooderham & Worts, Ltd 83,125 168,300 
Bayer Co., Inc. fees 9,420 154.757 125.495 331.807 117 Wander Company, The. 284,490 327,603 379,004 383,496 
Centaur Co. ..... : ae 526,822 364,974 168,714 250,340 261 Warner Brothers Pictures, Inc 119,805 202,047 251,302 113,661 
fo Bi” fs ; 41,909 82,035 142,939 76,008 56 Warren, Northam Corp 538,854 457,363 549,291 626,620 
Phillips Chemical Co., Chas. . 114,820 282,978 200,854 314,463 133. Weco Products Company 243,917 218,515 142.950 202.377 
Watkins Co., R. L. 1,040 51,885 33,551 33,808 172 Wesson Oil & Snowdrift Sales Co 183,178 207,216 125,315 152,900 
Ironized Yeast Co. 12,455 154,395 — 175 Western Electric Co.. , 180,720 145.333 183.478 15.247 
951 Stetson, John B., Co. 125,175 114,580 128,930 99,420 36 Westinghouse Electric & Manufactur 
102 Stewart Warner Corp. 333,443 275,790 41,007 48,602 ing Co. . 767,552 707,419 729,519 926,455 
Including: 273 White Motor Co 112,705 135,425 27,455 70,496 
Stewart Warner Corp. 90,693 91,790 $1,007 48,602 280 White Rock Mineral Springs Co 108,109 113,100 130,751 136,345 
Alemite Corp. ... encore 242.750 184,000 134 Whitman, Stephen F., & Son, Inc 242,825 230,710 220,198 183,451 
935 Stokely Brothers & Company, Inc. 136,295 118,868 156,596 248.039 283 Willard Storage sattery Co 107,980 165,473 150,988 176,905 
Including: 266 Williams, The J. B. Co 117,744 71,394 68,221 214,907 
Stokely Bros. & Co.. 96,475 71,618 151,696 169,289 287 Willys-Overland Motors, Inc 107,500 94,023 19.804 46,055 
Van Camp’s, Saar 36,490 45.030 4,900 78.750 125 Wine Ady isory Board 254,633 166.583 
Honor Brand Frosted Foods Corp 3,330 2,220 103. Wise, Wm. H. & Co. 313,307 314,908 78.405 94.415 
41 Studebaker Corporation, The... a 684,245 644,719 556,826 788,715 Including: 
18 Swift & Company....... 1,317,265 935,166 636,089 604,474 Wise, Wm. H. & Co 161,023 236,083 
7 Talon, Inc. .... 459,746 463,942 393,857 355,098 National Educational Alliance 32,843 78,825 
193 Taylor, W. A. & Co. 162,152 161,602 93,223 80,152 National Aeronautical Council 119,441 
147 Tea Bureau, Inc. 224,270 239,045 279,025 53,910 297 Wohl Shoe Co.. 100,843 100,779 93,149 107,328 
24 Texas Company .. Band 1,158,174 960,400 964,994 851.826 109 Yardley & Co., Ltd 301,430 250,130 197,185 220,058 
Including: 115 Young, W. F., Inc. 287,709 292,232 279,364 391,830 
Texas Company . : 908,899 737,900 758,194 652,826 170 Zonite Products Corporation 185,374 193,246 243,905 302.672 
Indian Refining Co.... - 249.275 222.500 206,800 199,000 Total includes sums spent on products not shown in 1940 tabulation 


| Leading Radio Advertisers in 1940 


| Companies Spending More Than $100,000 in 1940 on NBC, CBS and MBS Networks with Com- 
: parative Time Cost for 1939, 1938, 1937 


fn Exclustee Advertising Age Comptlition Based on Records of Publishers’ 
Information Bureau, Tne, 
J 


~ Rank 1940 1939 1938 1937 Rank 1940 1939 1938 1937 
2 7 Adam Hat Stores.. $ 217,772 $ 151,893 $ 76,376 $ 10,476 47 Cudahy Packing Company, The 463,939 352,425 372,488 254,963 
7 10 American Home Products Co caeh 2,821,739 2,529,553 2.577.973 2.547.814 45 Democratic National Committee 484,010 
Including: 58 Du Pont, E. I., de Nemours & Co 370,524 196,620 250,455 367,205 
3 Affiliated Products Co. . 368,818 267,418 535,123 705,078 99 Emerson Drug Co. 104,982 105,487 44,408 
Anacin Co. ..... ; . 1,076,707 829.042 799,056 841,097 72 Eversharp, Ine. .. 231,403 oa 
8 Bisodol Co., The , 376,738 461,176 462,651 248,007 44 Firestone Tire & Rubber Co 492,842 558,746 635,206 537,634 
fj Boyle, A. S., Co.... ; 208,615 231,373 257,633 350,189 41 Fitch, F. W., Co.... 515,393 488,265 364,563 257,462 
0 Clapp, Harold H., Inc. 101,545 13,647 93 Florida Citrus Commission 132,153 61,975 40,225 
7 Kolynos Company .... 430,080 370,303 396,050 317,279 24 Ford Motor Co.... 944,638 949,297 1,052,895 1,768,285 
6 Midway Chemical Co. iad 25,574 83,744 82 General Baking Company 184,221 212,733 111,417 151,856 
1 Mystic Laboratories, Inc. ; 31,529 61 General Cigar Co.... , : 343,681 22,960 
Three-in-One Oil Co.. ; 68,794 33,067 40 General Electric Company............. 525,796 367,629 391,871 372,635 
7 Wyeth Chemical Co.. are 133,339 239.783 127,460 86,164 3 General Foods Corporation. 5,887,349 5,269,567 5,239,606 2,764,944 
0 4 American Oil Company...... 472,713 299,399 3.541 3,722 Including 
5 7 American Safety Razor Corp... . 158,857 Diamond Crystal Salt 72,890 84,001 68,836 59,121 
() 32 American Tel. & Tel Company 406,308 Grape Nuts 861,135 586,502 484,796 376,540 
3 ll American Tobacco Co . 2,270,213 2,506,141 2,653,575 2,339,849 Grape Nut Flakes 91,500 
8 Including: Huskies 101,498 734,843 205,071 
0) American Tobacco Co. 2,270,213 2,248,548 Jell-O .. 695,414 677,366 651,441 522,574 
American Cigarette & Cigar Co - 257,593 Jell-O Ice Cream 151,425 
2 33 Associated Willkie Clubs... 182.658 Jell-O Puddings 307,479 100,008 : 
7) 33. Babbitt. B. T.. Inc. 618,964 436,200 437,700 385.032 La France & Satina 288,858 345,658 299,520 
9 #2 Bayuk Cigars, Inc. , 510,948 521,614 272,306 Maxwell House Coffee 683,254 878,990 836,814 780,557 
) % Best Foods. Inc.. The 119.023 , 7,092 Minute Tapioca 192,280 45,003 161,090 170,142 
91 Bowey’s Inc ree 135,567 147,665 129,172 159,432 Post Bran Flakes. 649,996 70,040 367,984 
9 ‘8 Bristol-Myers Company ¥ 1,077,176 1,141,548 942,930 762,200 Post Toasties $27,908 = 350,330 135,135 
i() 9 Brown & Williamson Tobacco Corp. 2,972,755 2,047,536 715,790 353,404 Postum , 241,914 792,993 450,159 
9 80 California Fruit Growers Exchange. . 348,363 54,041 Sanka cece 488,381 369,365 261,091 148,208 
3 oe CN CG Ci ciicc ccd cceccssacds 371,042 438,850 520,398 583,123 Swans Down & Calumet 986,340 716,388 679,385 242,125 
7 5 Campbell Soup Company.......... .. 4,044,389 2,704,331 2,279,425 1,166,128 8 General Mills, Ine. 3,139,652 2,411,288 1,895,412 = 1,541,697 
Y 5? Canada Dry Ginger Ale, Inc. 310,933 358,307 48,276 Including 
5 26 Carnation Co. . 726.051 598.137 560.872 462,168 General Mills, Inc. 3,016,203 2,299,001 
’ Including: Sperry Flour Co.. 123,449 112,287 . 
Carnation Co. . 651,852 551,676 513,640 422.016 69 General Motors Corp 262,590 517,558 143,773 1,818,291 : 
Albers Bros. Milling Co 74,199 46,461 47,232 40,152 Including: 2 
0 Chesebrough Mfg. Co.. 415,345 227,385 211,050 50,760 suick Motor Co.. 19,983 13,158 46,825 
“1 Chrysler Corporation 986,049 950,146 1,003,612 911,051 Ethyl Gasoline Corp.... 262,590 497,575 
31 Cities Service Co. er ; 626.104 718.282 638.205 575.603 49 Gillette Safety Razor Company 428,875 93,577 507,815 
4 Colgate-Palmolive-Peet Co. i? 4,334,222 2,749,733 1,898,015 1,880,870 53 Gospel Broadcasting Ass’n.. 402,232 304,652 182,842 42,022 ne 
7 Commercial Credit Co............. 209.067 85 Greyhound Management, Inc 168,028 
2 Continental Baking Company, Inc 908.404 729.543 650.260 620.209 80 Grove Laboratories, Inc... 188,280 180,007 182,140 180,987 
% Corn Products Refining Co. 566.121 164.983 92,505 (Continued on Next Page) 
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(Continued from Preceding Page) 
Rank 1940 1939 1938 1937 Rank 1940 1939 1938 1937 
48 Gulf Oil Corp. 459,113 426,360 399,960 352,710 28 Pet Milk Sales Corporation...... 713,883 699,242 594,013 537,094 
90 Hawaiian Pineapple Co. 136,495 489,630 AS ee 73 Pillsbury Flour Mills Co............. 230,424 561,712 563,400 504,52) 
7 Hecker Products Corp 216,754 6,960 65,421 97,396 1 Procter & Gamble Company, The. 10,999,416 8,769,135 6,173,783 4.496 067 
34 Hormel, Geo. A., & Co. 566,520 -), 9,205 27 Prudential Ins. Co. of America. 724.655 414,330 atgupra ete 
68 International Silver Co. 302,000 235,244 85,095 140,935 ae ee eee 357,703 215,423 13,829 
19 Jergens-Woodbury Co. 1,033,807 819,960 622,277 841,457 23 Quaker Oats Company..... 955,756 1,200,947 885,268 222,426 
Including: 66 Ralston Purina Company.... 316,004 466,011 383,906 367.484 
Jergens, Andrew Co 279,068 247,274 206,373 169,339 63 Republican National Committee. 333,493 ae - 
Woodbury, John H., Inc 754,739 572,686 415,904 672,118 12 Reynolds, R. J., Tobacco Co.... 2,127,609 1,723,574 1,000,184 790,315 
30 Johnson, S. C. & Son, Inc. 633,512 589,330 675,190 455,744 55 Richfield Oil Corp........ 398,525 200,564 203,476 214,194 
36 Lady Esther, Ltd.... 554,899 901,546 831,547 1,000,040 70 Sherwin-Williams Co., The 250,376 307,965 231,409 321,295 
56 Lambert Company, The 383,463 476,434 367,823 82,124 Including: 
74 Lehn & Fink Products Corp 221,424 116,415 219,494 609,326 Sherwin-Williams Co. .... 162,504 192,809 
7 Lever Brothers Company 3,171,074 3,392,672 2,790,141 2,182,123 Acme White Lead & Color Works. 87,872 115,156 
22 Lewis Howe Company. 957,354 635,338 419,840 312,548 81 Sinclair Oil Refining Co.......... 185,864 rete és 149.079 
98 Libbey-Owens-Ford Glass Co. 111,050 : + ; 14 Standard Brands, Incorporated... 1,504,199 2,898,521 2,670,467 2.50 5139 
6 Liggett & Myers Tobacco Co 3,356,713 1,937,652 1,689,370 1,806,541 Including: 
88 Lipton, Thomas J., Inc. 150,149 7 Chase & Sanborn Coffee.... ' 437,916 946,240 965,434 8.440 
38 Lorillard, P., Co., Inc. 545,738 794,014 744,853 103,490 Chase & Sanborn Tender Leaf Tea. 469,623 522,527 544,363 103,930 
94 Lutheran Laymen’s League. 127,465 99,565 94,034 6,851 Fleischmann’s Yeast ..... 354,812 757,234 387,922 452 868 
79 Macfadden Publications, Inc.. 199,094 219,933 175,647 351,825 SOU INU: ok. dias cea Vows vans sc ye ee re pate aus 
97 Manhattan Soap Co... 114,680 101,898 Royal Desserts & Foil Yeast....... —...... 672,520 772,748 262,90) 
39 Mars, Inc. ; 544,714 253,816 2 Sterling Products, Inc.......... 5,974,999 4,445,476 2,768,706 2.331.014 
89 Mennen Company 146,354 93,611 56,138 58,510 Including: 
16 Miles Laboratories, Inc.. 1,393,382 1,236,254 1,387,906 1,457,470 Bayer Co., Inc.. 1,250,886 789,340 696,807 604,307 
92 Morrell, John, & Co.. 135,018 98,544 65,651 47,304 Cal Aspirin Div... 349,079 313,334 85,500 10,573 
13. Morris, Philip & Co., Ltd., Inc 1,608,211 1,216,166 1,068,354 823,727 Cummer Products Co. 779,858 689,664 : 
100 Musterole Company, The. 102,600 174.456 132,679 28.098 Phillips Chemical Co..... 1,470,412 1,275,854 1,171,135 922.446 
84 Nash-Kelvinator Corp. 169.628 Watkins Co., R. L.. 1,128,420 993,557 815,264 93 688 
Including: Ironized Yeast Co.. 941,418 376,972 
Nash Division 169,628 Hs : , Mulsified Oil Shampoo Co. 54,926 6,755 rey 
15 National Dairy Products Corp 1,497,639 1,490,480 1,466,957 1,275,202 | 29 ~=Sun Oil Company, The....... 676,712 = 656,084 = = 631,667 = 567,409 
Including: 20 Texas Company ........ 1,029,709 875,418 405,265 558,045 
National Dairy Products Corp 504.445 508,406 493.928 480.796 54 United States Tobacco Co. 400,103 450,075 435,120 388,905 
meer “thig eng P iyi rg bo f 37 Wander Company, The. 554,285 389,312 304,952 355.241 
Kraft-Phenix Cheese Corp. 993,194 982,074 973,029 794,406 78 Warner. Willi R.& Co y , 209.034 208.536 156.114 136 134 
62 Nehi, Incorporated 334,836 261,248  —-247,792 | rage Meionigg oe  agae a “ —~y my 
85 Pacific ish Wiens eh 318.096 348 239 339 296 278 236 71 Welch Grape Juice Co., The.. , 246,721 297,368 267,080 191,788 
* “ : pote — a ' a re payne ‘ a — £10,400 43 Westinghouse Electric & Mfg. Co. 503,592 94,822 aie 
5] Penn Tobacco Co.. 408,237 293,747 69,769 95 Wheeling Steel Corp.... 123.556 101,722 68,215 
86 Pepsi-Cola Co. ... 165,212 64 Williams, The J. B. Co.. 328,861 349,838 237,762 
32 Pepsodent Co., The 624,910 603,400 339,260 1,269,158 17 Wrigley, Wm., Jr., Co. 1.368.224 1,304,391 1,241,705 1.241.054 


Change ‘Country 
Gentleman’ Type, 
Editorial Matter 


Philadelphia, Jan. 15. New ty- 
pography throughout, more _ fea- 
tures, photographs and _ cartoons 


and rearrangement and addition of 


departments, all designed to in- 
crease reader interest and _ traffic, 
will make their appearance in the 


February 
man. 

Editorial matter now is set with 
an 8 point face on a 9% point slug. 
New head ‘ype is being used with 
titles used in a splash display in 
the center of the page. “Feature 
articles are being written more 
compactly,” said Ben Hibbs, editor. 
More photographs are being used, 
popular departments have been 
moved forward, the editorial page 
now faces the third cover and car- 
toons are used throughout the book. 

More color, more illustrations 
and a wider variety of layout are 
being used on the beauty, fashion 
and food pages. New features in- 
clude a column of letters, Washing- 
ton farm news and developments 
written by a Washington corre- 
spondent and short biographies of 
farm world personalities. Numer- 
ous articles and _ illustrations on 
practical farming also are being 
used. 

Staff changes include the addi- 
tion of John Funk, formerly with 
Scribner’s and Pic, as art director, 
and the appointment of Arthur W. 
Baum, veteran contributor, as 
sociate editor. 


issue of Country Gentle- 


as- 


Pyrene Advances Allen 


Ben S. Allen, who has repre- 
sented the Pyrene Mfg. Company, 
Newark, N. J., 
ber of years, has been made Pacific 
Coast manager with headquarters | 
at the company’s San Prancises | 
office. He succeeds H. 


who has been transferred to To- 
ronto, Canada, to succeed the late 
Gordon C. Brown, manager of the 


Pyrene Mfg. Company of Canada. 


Joins Ward Wheelock 


Ross Shattuck has been appointed 
art director of Ward Wheelock 


Company, with headquarters’ in 
New York, and will be art buyer 
for both the New York and Phila- 


delphia offices of the agency He 
has recently been engaged in art 
and advertising activities on the 
Pacific coast and was previously 
with J. Walter Thompson Com- 
pany 


in Texas for a num-| 


B. Weed, | 


Magazine Linage 
Down Somewhat 
for January 


Jan. 16.—Slight losses 
magazine linage, and 
December weeklies, 


Chicago, 
in January 
slight gains for 


are registered in a tabulation of 
magazine advertising based on re- 


ports of Publishers’ Information 
Bureau. 

General magazines, 
lines for the month, 
per cent from last 
of 526,750 lines. 
zines, with 322,222 
off from last year’s 325,265 lines, 
but their loss was only 1 per cent. 

Standard magazines carried 9,636 
lines this month, and 10,038 lines 
last vear, for a loss of 4 per cent, 
but outdoor magazines, with 49,727 
lines this month, registered a gain 
of 7.3 per cent over last year’s 
figure of 46,354 lines. Mail order 
papers were down 9.2 per cent, 
from 4,127 lines last year to 3,746 
this year. 

Weeklies and semi-monthlies, for 
which December figures are the 
latest available, carried a total of 
841,870 lines that month, up 2 per 
cent over the 825,465 lines carried 
during December, 1939. 


with 472,115 
were off 10.4 
January’s figure 
Women’s maga- 
lines, were also 


Wilson Succeeds Young 


Carroll L. Wilson, 
rector of the Bureau 
Commerce, Washington, 
made acting director to 
James W. Young, director, who has 
been granted an indefinite leave of 
absence while serving as chairman 
of the communications division in 
the office of Nelson Rockefeller, 
coordinator of commercial and cul- 
tural relations between the Ameri- 
can republics. 


assistant di- 
of Foreign 
has been 
succeed 


| WPTF Sncsennen | Rates 


Station WPTF, Raleigh, N. C., 
will increase its rate for evening 
time from $150 to $240 per hour, 
effective Feb. 15 when it will com- 
mence unlimited time operations 
with an increased power of 50,000 
| watts. WPTF is affiliated with the 


| Southeastern group of the NBC Red 
network. 
TWA Names Crone 

C. R. (Tod) Crone has been 
appointed as a special representa- 
tive to handle cooperative advertis- 
ing for Transcontinental & Western 
Air, Inc., with headquarters in the 
new Airlines Terminal bldg... New 
York. He has been with TWA in 
| various sales capacities for the past 
five vears 


JANUARY ADVERTISING LINAGE IN NATIONAL MAGAZINES 


ed) 1940 1941 bi 
"aes lines Pues Lines lunges Lines lawes Lime 
GENERAL True Confessions (F.) 12.9 426 16.1 74 
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Redbook 27 11,791 2.1 0.462 Total Group . 
Popular Science O68 11,526 »7.8 12,945 one as . 
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Elks 2 640 " 134 MAIL ORDER 
rue Detective | 600 io S54 ; . " 
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a 2,25 BS 2582 | +pite 217.6 147,944 156.0 10609 
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Film Fun ..5 1.041 tS 1,637 +Time 99 , 3 a6 e 46 120 0 
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: aLiberty 23 99 548 so.0 $34 
Vogue No.% 2,42 su WO S4 °ly. 8. New: 15.2 19.382 q. 72 
Harper's Bazaar 78,3 R359 4.7 16,726 | eLook rT 2 18.5 16.0 87 
Mademoiselle ‘aie 4 ‘ 24.0 (jrit - 11.69 2 
Ladies’ Home Journal 24 1 Is4 12.516 aRadio Guid 13 451 14.7 02 
Woman's Home Companior 2. ] s 21 14.600 dForbes 17.5 7.528 2 1 89 
(jo0od Housekeeping 44 14.587 0 1o,154 Scholastix 10.6 j 8 11 \ OS 
MeCall's 21 14,424 184 2.2 i 2] 1.41 ,2 aL 
Parents’ (N. Y. Mett i i 10.51 oT 11.750 id ; a5 
Parents’ (National) 22.: 24 23.4 10,125 otal Greouy S41,870 cM 
True Story . *1¢ 1282 26 11.297 
Photoplay & Movie Mirror *Figures provided by publisher 
(Mac.) 17.4 155 1 6.508 ih issues 1940 
Woman's Day 16 ONS 6.742 ad issues 103 
Movie Story (F.) 16 6.828 S 612 bPage size changed fre G26 1 ‘ T | 4 
Modern Screen (M.M.) 14.4 1S1 15.2 6.530 » issues 1940 and 192% 
Picture Play 13.8 10 ' 10680 d2 issues 1940 and 1934 
Motion Picture (F.) 13.8 x0 17.2 7.213 e3 issues 1940: 2 issues 1934 
Hollywood (F.) 2 60 16.2 h,So2 (iroup designations: M.M Modern Magazine 
Screen Life (F.) 13.2 60 15.7 i +) Macfadden Women’s Group k Faw tt \\ 
Screen Romances (M.M.) 12.7 ihe 77 (jroup s Screenland Unit 
a 
Roper Heads NYNPG Elliott, Keller Shifted Lewis Forms Model Shop 
" Howard W. Roper, New York George D. Keller, vice-president A. Steven Lewis, formerly desig! 
News, has been elected president, in charge of sales of the Studebaker engineer and model maké fo! 
and James G. Fernald, New York Corporation, South Bend, Ind.. has Barnes & Reinecke, Chicago, 54 J 
Herald Tribune, secretary -treas- been made assistant to the chair- established his own shop at 1119 
urer, of the New York Newspaper * man in connection with defense N. Franklin street. Chicago. * 
Promotion Group. They succeed production. He has been succeeded make custom models in plastic 
Leslie Davis, Wall Street Journal, by K. B. Elliott, who has been vice- wood, metal. plaster ‘and clay fo 
and Dave Freud, The Chief, re- president and assistant to the presi- industrial designers, advertisins 
spectively dent agencies, manufacturers, etc 
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New Idea in Copy 
fducation to Be 
lried in Seminar 


Unusual Conference to 
Analyze Writing Step 
by Step | 


Chicago, Jan. 16.— The Chicago | 
rederated Advertising Club will at- 
»mpt an innovation in advertising | 
education Jan. 23-25 when it will 
tage a “post-graduate conference | 
, advertising that sells” at the | 
yorrison Hotel, under the general | 
jirection of Clyde Bedell, former | 
vertising manager of Marshall 
field & Co., and well known copy- 
vriter and advertising lecturer and 
yriter. 

The innovation consists of a com- 
yletely integrated course of nine 
essions during the three-day con- 
rence, beginning at the logical 
beginning and proceeding in an 
rderly, carefully planned direc- 
tion toward the final steps, with | 
each speaker and lecturer carefully | 
wordinating his material with that 
which precedes and follows. The 
conference will limit itself almost 
entirely to a discussion of copy- 
writing, the basic thesis being that 
successful copywriting depends on 
the successful wedding of technique 
and style, rather than in complete 
dependence on one or the other. 


Many Top-Flighters Attend 


While the conference will appeal 
to students, it is also different from 
past educational sessions in that a 
large percentage of the participants 
ilready signed up will be agency 
copy and art men and others 
already actively engaged in adver- 
tising, including many top execu- 
Approximately 400 can be 
accommodated at the sessions, and 
: sold out house is anticipated. 

There will be three sessions each 
day, beginning with lunch, followed 

early afternoon sessions and 
early evening sessions on Thursday 
ind Friday. On Saturday all three 
sessions will be held in the after- 
noon 

Speakers will include Wm. H. 
Howard, executive vice-president 
fR. H. Macy & Co.; Lester Beall, 
tist and designer; John Caples, 
ead of the copy testing depart- 
ment of BBDO; Paul E. Watson, 
ice-president, Ruthrauff & Ryan; 
Kenneth J. Ward, copy group head, 

Walter Thompson Company; 

\rthur Price, mail order sales man- 
wer, Sears, Roebuck & Co.; R. B. 
Barton, vice-president, BBDO; Mel- 


tives 


in Brorby, Needham, Louis & 
Brorby: 

W. J. Byrnes, Chicago Tribune; 
Wm. T. White, Wieboldt Stores: 


‘halmers O’Brien, Carson Pirie 
scott & Co.; Sidney Nakin, Mandel 
Bros... Mae McCain, advertising and 

service; Bert Ray, Runkle, 
Thompson, Kovats:; William B 
itr, Time: M. Glen Miller, agency 


————— 


COLUMBIA‘S | 
“STATION” 
FOR THE 


SOUTHWEST 


KFH 


WICHITA 
KANSAS 


head: W. A. Jimison, Borden-Wie- 


land Company. 
Will Write Copy on Spot 


One of the most interesting fea- 
tures of the conference promises to 
be that at which seven copywriters, 
taking a predetermined article and 
set of circumstances, will each re- 
tire to moderate privacy and dash 
off his own interpretation of what 
the copy should be, after which the 
seven interpretations will be pre- 
sented to the students. 


E. S. Mittendorf Retires 


E. S. Mittendorf, general man- 


|ager of WIND, Chicago, has been 


ordered by his physicians to leave 
his active post for an extended 
period due to illness. No successor 
has been appointed. 


Tierney in Denver 
to Handle Federal 
Food Price Probe 


Denver, Jan. 15.—Leo J. Tierney, 
assistant chief of the anti-trust 
division of the Department of Jus- 
tice, arrived here to take personal 
charge of the investigation of food 
prices now being conducted by a 
special federal grand jury. 

More than 50 subpoenas have al- 
ready been issued for officials of 
nationally known food distributing 
companies, it was revealed. Action 
here is expected to revolve around 
the activities of the Colorado Food 
Distributors Association, which re- 
cently raised the minimum retail 


markup on foods from 9 to 12 per 
cent. 

Minimum food prices in this state 
are set, under the state unfair trade 
law, on a cost-plus-overhead basis, 
and while the overhead cost is sup- 
posed to be determined by a sur- 
vey, the government charges that 
the level was raised by common 
agreement of the food companies, 
without necessarily having any re- 
lation to the actual cost of doing 
business. 


ANTI-ASCAP BILL FOR 
COLORADO INTRODUCED 
Denver, Jan. 16.—A bill designed 
to curb the activities of ASCAP in 
the state of Colorado was intro- 
duced in the house of representa- 
tives Jan. 7 by Reps. Clem Crow- 
ley of Denver and William A. Carl- 


son of Greeley. The bill is pat- 
terned after the “anti-ASCAP” 
measures now in force in several 
states, and if enacted would seri- 
ously hamper the collection of 
music royalties by the Society. 


Durkee-Mower in Test 


A three-month test campaign, 
using newspapers twice weekly in 
Detroit, Chicago, Newark, Pitts- 
burgh and Philadelphia, has been 
launched by Durkee-Mower, Lynn, 
Mass., maker of marshmallow fluff. 
Harry M. Frost Company, Boston, 
is the agency. 


Morris Joins KMBC 

H. O. Morris, Jr., formerly of 
the sales and production staff of 
KTUL, Tulsa, has joined the sales 
department of KMBC, Kansas City. 
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Farm Birthday Party 


7000 of WGY’s rural friends attended, and enthusiastically 
acclaimed, the WGY Farm Birthday Party on November 1, 


1940. 


From all sections of the Great Northeast came these rural 
neighbors to Schenectady to pay tribute to 15 years of contin- 


uous farm service broadcasting. And asa “birthday” gift they 
brought five tons of produce for donation to state charities. 


This exceptional spirit of friendship is indicated constantly 

not only by personal visits but by thousands of letters show- 
ing a regular day-to-day listening habit. It’s a habit that 
means complete rural coverage in the Great Northeast 
real friends receiving your message. 


with 


For complete information on WGY’s rural coverage drop us 
a line. Or just ask at any NBC Spot Sales Office. Make WGY's 
friends your friends. 
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Jewel Tea Plots Steps to 


Doubled Volume in 4 Years 


Each Item Planned in 
Advance for 52 4-week 
Sales Periods 


By S. R. BERNSTEIN 


Chicago, Jan. 16.—The setting up 
of a “four-year plan” of merchan- 
dising action by a private company 
is unusual enough to warrant com- 
ment, since most companies nor- 
mally find it hard enough to gauge 
operation for a year in advance. 

But what makes the four-year 
plan of Jewel Tea Company unique 
is the fact that the company’s Op- 
eration has been plotted for the 
entire four-year period not only 
year to year and month to month, 
but almost day by day. 

Jewel Tea Company 
000,000 worth of business, in round 
figures, in 1939. Its 
plan” calls for $50,000,000 in total 
volume for the year 1944; and the 


plan does not embrace some unat- | 
tainable objective, deliberately set | 


so high that it cannot reasonably 
be reached. On the contrary, Jewel 
is confident, from President M. H. 
Karker on down to the 
route man and clerk, that the com- 
pany’s sales can and will be 
doubled in the period set aside; in 
fact, one gets the impression that 
most route men, store managers, 
branch and district managers will 
be disappointed, rather than elated, 


if they merely make their estab- 
lished quotas, instead of coming 
through with at least a moderate 
“bonus” over this quota. 


Plots Each Step 


The revolutionary “four-year 
plan” was announced to the com- 
pany’s sales force at the June con- 
vention, attended by branch 


ecutive staff. But these men were 
not merely introduced to the 
that Jewel expected to double its 
business by the end of 1944. On 
the contrary, they were given a 
complete, detailed step-by-step 
plan, embodied in outline in a 64- 


page “$50,000,000 Destination Guide | 
which discussed everything | 


Book” 
from the basic idea to such details 
as new car designs, new premiums, 


did $25,- | 


“four-year | 


newest | 


and 
district managers and the field ex- | 


fact | 


package improvement, the selection 
and training of route men, etc. 

They were confronted with two 
mammoth charts—one showing the 
quota, in dollars, per route per 
week, for every four-week period 
in 1940, ’41, °42, 43, and °’44—and 
/an equally impressive one showing 
for similar four-week periods the 
| total number of routes. 

To achieve its quota of $50,000,- 
000 for 1944, Jewel figures it will 
|have to increase its average weekly 
collections from routes from a 1940 
\figure of around $180 to a 1944 
javerage of $280, and the total num- 
|ber of routes from about 1,550 at 
ithe beginning of last year to 2,000 
in 1944. Its income-per-route chart 


shows an average quota of $180 for 
1940, $195 for 1941, $220 for 1942, 
$240 for 1943, and $280 for 1944. 


Quota for Each Four Weeks 

Since the 13 four-week periods in 
the Jewel fiscal calendar 
means offer equal sales opportuni- 
ties, however, an individual quota 


for each of these periods has been | 


set up. For example, while the 


1941 average is set at $195, the first | 
period calls for only $175, whereas | 


the seventh period, normally the 
best in the year as far as collec- 
tions are concerned, has a quota of 
$240. 

The addition of 
the other hand, 
curve, with plans calling for the 
opening of two new routes a week 
throughout the entire period, cul- 
minating at the end of 1944 with 
2,000. 

Jewel started with sales of $24,- 
782,383 in 1939, which represents 
routes and 


new routes, on 


combined sales of the 


Above are the new packages for Jewel coffee, replacing the good old standbys 


shown below. The modernization of packages for the company's entire line is an 
important phase of the Jewel “four-year plan." 


Roger Dahlhjelm, big town farmer, ran 80 bucks up 


into a food market that has no parallel — Hollywood's 


Farmers Market, a 4-acre 


a million per acre in ‘40. 


food carnival with a yield ot 


Good judgment all the way. 


His judgment in radio? 


Dahlhjelm points to KNX as best bet in moving 


branded grocery items, but that’s not all: He actually 


uses Columbia's station for all Southern California — 


gives KNX due credit 


LOS ANGELES 


for Farmers Market success. 


Roger Dahlhjelm pronounced Dahlh- 
jelm) reasons: the station most people 
listen to is the station to buy. The 
station that moves branded merchan- 
dise off Farmers Market shelves has 
proved itself to Mr. Dahlhjelm whose 
ears are cocked cash-registerward. 


50,000 WATTS 


COLUMBIA'S STATION FOR ALL SOUTHERN CALIFORNIA 


Owned and Operated by the Columbia Broadcasting System + Represented by RADIO SALFS 


least 


the retail stores (operated only in 
the Chicago area). Jewel isn’t say- 
ing much about these retail stores 
in its four-year plan, but it is safe 
to assume that they will play at 
their share in boosting the 
company’s volume to the $50,000,- 
000 mark. As a matter of fact, they 
have already given strong indica- 
tions that they can more than hold 
up their end. 


Stores Being Enlarged 


The stores entered the picture in 


1932, when Jewel purchased the 
string of medium-size self-service 
units established in the Chicago 


area by Loblaw Groceterias, a Ca- 
nadian chain. New units are 
planned here also, as well as larger 
sales in existing units. Although 
Jewel deliberately tries to make its 
serve a function somewhere 
in between the neighborhood inde- 


stores 


pendent and the supermarket and 
therefore frowns on exceptionally 
large units, it is utilizing an in- 
creasing number of 50-foot units, 


and is also adding meat markets to 
those units which have not had 
them in the past 

Despite the volume contributed 
by Jewel Food Stores, Jewel con- 
tinues primarily as a “wagon route” 
operator, although the routes have 
been completely motorized for a 
many years The business 
started in 1899 with one wagon; it 
reached a 1.645 routes in 


ZO dd 


peak of 


1916, and had 1608 on Dec. 28 of 
last year. Its routes are operated 
in 43 states, and while about 70 


per cent of them comprise areas in 
small and medium = size 
almost three out of ten are in big 
city markets, including such cities 
as Toledo, Kansas City, Jackson- 
ville, Atlanta, and Louisville 


cities, 


by no) 


follows a_ steady | 


_ CHARTS PROGRESS FOUR YEARS IN ADVANCE 
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in the main office of Jewel Tea Company 


| which contain the nub of the company's own “five year plan’ for doubling its 


sales volume. 


At the top is a five-year chart showing the objective for each 


| four-week period for a five-year period, in terms of the average weekly collection 


by the company's routeman. 


At the left of the chart can be seen supplemen- 


| tary bars, indicating that during that period the objective was reached or 


surpassed during each period. At the 


bottom is the reverse side of the huge 


chart, on the company's five-year objective in the matter of total routes is 


Starting with some- 


thing over 1,500 routes at the beginning of the five-year period, the company's 
plan calls for winding up the drive with a minimum of 2,000 routes. 


| similarly worked out for each of the 65 four-week periods. 
| 


| With its objectives set up, Jewel 
proceeded to do an amazingly in- 
| tricate job of step-by-step plan- 
ning, so that nothing need be left 
|to chance. 
‘ing the basis of its sales operation 
the collection of “$50 from 60 ac- 
counts” for each route man every 
day—a $300 week—and to accom- 
plish this objective it threw into 


the discard a number of piece-meal | 


steps which it had heretofore fol- 
lowed in attempting to increase the 
yield of its men. 
Simplifies Operations 

It simplified their bookkeeping 
operations—it decided that 60 cus- 
tomers a day was the most that 
any but the most talented 
men could sell in one day, and it 
therefore made this figure the 
maximum for any man, except in 
the most unusual circumstances. It 
eliminated the special point system 
which it had worked out over a 
period of years, under which route 
men were supposed to perform cer- 
tain pars in per capita sales, de- 
liveries, coffee poundage and col- 
lections—all in favor of the one 
major objective—$50 in daily sales, 
every day from 60 customers. 

And, by the way, it stopped talk- 
ing about “stops” and “accounts” 
and decided that it was interested 
only in “customers.” When the 
program was started an analysis of 
route lists showed that many “‘cus- 
tomers” were not being sold regu- 
larly each day. The failure to sell 
them, the company believes, is due 
to either having too many custom- 
ers in the books, or belief that the 


It started out by mak- | 


route | 


} way to build a route is to add more 
{customers instead of selling those 
|already in the books. 
| Hence the stringent rule fixing 
the number of customers at 60 
daily, which went into final effect 
|Jan. 1. Hereafter a route man can 
|have more than 60 customers daily 
lonly under exceptional conditions 
|which have been approved by the 
sales department. In this way the 
;company feels that it will induce 
|its men to do a much more in- 
tensive job of selling, since they 
|will know that their $50 quota 
|must come from the 60 names on 
| their list. 


Premiums the Keynote 
| 


Jewel's route men sell a limited 
line of grocery store items, includ- 
ing spices, soaps and _ cleansers, 
and these products—58 in all—ac- 
count for approximately half of all 
jroute sales. The other half is 
|coffee and tea, making Jewel one 
of the biggest single factors in the 
coffee business, with annual sales 
of something like 25,000,000 pounds 

An excellent line of products, and 
one of the most complete and com- 
prehensive sales training and mer- 
chandising plans ever developed 
has built Jewel Tea Company to Its 
present estate. But the spark plug 
of the route business—the one thing 
that holds the entire operation to- 
gether and blends it into a co 
hesive, workable whole, is the pre- 
mium. 

Customers are made and kept 
with premiums, always have been, 
and as far as the Jewel manage- 
ment is concerned, always wil! be 


— 
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DEALERIZED 


PREFERRED sates titerature 


We have largest imprint facilities in Middle 
West—capacity, 
Write or call us about imprinting and ©@'*- 
tributing your printed matter for 
dealers or agents. 


SALES LITERATURE IS 


1,000,000 impressions daily 


jobbers, 
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January 20, 1941 ADVERTISING AGE 
In the case of Jewel, this is liter- to keep premium balances within of Rockford, Ill., with copy devoted had not been completely satisfac- part in the future operations of 


ally true, since the route customer 
doesn't have to wait until she has 
purchased $25 or $50 worth of mer- 
chandise before she gets a premium; 
on the contrary, she gets the pre- 
mium with her very first purchase, 
“earning” its cost through subse- 
quent purchases. 

Work Carefully on Balances 

This “premium first” practice, 
practicable because Jewel route 
men are in direct contact with each 
of their customers every other 
week, kills a whole flight of birds 
with one stone. It obviously makes 


= HERES HOW MUCH YOU SAVE 


This full-color page appearing in the Jan. 13 


advertising on the Jewel Tea schedule. 
effect on employe morale as for 


the first sale easier, and just as ob- 
viously makes repeat easier 
and perhaps larger, since once hav- 


sales 


ing committed herself to the pur- 
chase of a premium item, the 
housewife is not only _horror- 


stricken at the thought of giving it 
back, but is also anxious to pay off 
the remaining debit, so she can get 
another, perhaps a complementary 
premium. Approximately 20 per 
cent of all dollars collected on 
routes go to pay for these premiums 
and in 1939 Jewel distributed 
premiums worth something near 
$2,500,000 to its customers. 
Jewel customers are solid, 
stantial citizens; and so the 
miums offered them = are 
substantial things—china, 
toasters, coffee makers, 
nixers, aluminum pots and kettles, 
‘lemware, silverware, etc. They 
ange in price from $1 to about $5. 


sub- 
pre- 
solid, 
clocks, 


Based on Experience 


“From our past experience,” said 
he Jewel executive, “it seems evi- 
‘ent that the best balance between 
ur premium balances, 
ss and bad debt loss is an aver- 
ge trading customer premium bal- 
Nee of $3 with no balances over $5 
nd no balances under $1.50." As 
consequence, route men are now 
fing advised to make every effort 


‘CONTROLS 83c OF | 


SPENDING DOLLAR | 


The New Haven Register, with Con- 
"ecticut’s largest daily cireulation, is 
demonstrating the fact that 83 cents 
“ each dollar spent in its 342,000 
Population market “Register City” r 
“re purchases made by Register read- ¢ 
*™. The Register’s net paid circula- 
ton in Greater New Haven is 98.7% 
“ all fumilies, with 82% coverage in 
“thurbun towns. An interesting bro- 
hore, “Register City’ will be sent 
"Pen request to The New Haven Reg- 
ster, New Haven, Conn. proving it ix 
™ of America’s ideal test markets 
" moderate cost. 


ee 


|route 
electric | 


| of 


customer | 


these limits. 

In line with the thorough going- 
over which the whole business is 
receiving in connection with the 
four-year plan, the company has 
modernized its entire fleet of cars, 
repainting in more modern and 
more attractive colors and designs, 
and is in the midst of a complete 
repackaging program for its entire 
line. The packaging changes are 
not sensational—they are designed 
to increase the attractiveness and 
sales effectiveness of all products, 
without in any way alienating the 


HERE'S SMART SHOPPING. ; 


HERE'S GOOD NEWS 


issue of Life is the only magazine 
page is designed as much for its 
its direct sales value. 


The 


affections of 


to 


of the type customer 
whom Jewel caters. 
The packages all bear a family 
resemblance to each other, but no 
attempt is being made to standard- 
ize designs or colors too severely. 
They will all, insofar prac- 
tical, contain more recipe material 
and more consumer information 
than the ones they are displacing. 
Does Little Advertising 
Which brings us, quite naturally, 
to the subject of advertising. Jewel 
has never been an advertised busi- 
ness, although the Jewel Food 


as 18 


|Stores in Chicago and vicinity are 


consistent users of 
space. But the 


business has 


newspaper 
national wagon 
gone along on 
its own momentum, without bene- 
fit of advertising. Partly, this is 
due to the difficulty of advertising 
effectively a service with = such 
spotty distribution; partly because, 
as C. N. Watkins, who is in charge 
advertising for the company, 
says, because the Jewel operation 
itself, with route men calling on 
customers regularly each week, 
doesn't seem to require much 
promotional support as those busi- 
nesses in which the customer must 


as 


|be induced to come in to buy. 


}excursion 


The company is certainly promo- 
tion minded, however. But, like 
many others, it apparently is still 
suffering from a limited excursion 
into advertising which flopped. The 
took place in the Ohio 
territory about ten years ago, and 
Mr. Watkins thinks it flopped not 
because the idea was wrong or the 
idvertising itself necessarily at 
fault, but because while it was in 
operation the route men tried to 
sell the advertising instead of the 
vyroducts 

But now the company is gingerly 
feeling its way into the advertising 
ind promotion world again Fo! 
the two months or so it has 
been running a regular series of 
idvertisements in the newspapers 


past 


almost entirely to featuring the 
Jewel premium line. The weekly 
1,000 -line newspaper insertions 
were backed up by two spots daily 
over WROK, the test being sched- 
uled for an eight-week run which 
is now completed. 


Feels Way Gingerly 


Upon the analysis of results from 
this test, which will not be com- 
pleted for some time, will depend 
any further excursions into the ad- 
vertising field which the company 
may decide to undertake. Rockford 
was picked as the test city for the 
advertising, according to Mr. Wat- 
kins, because it is in excellent eco- 
nomic condition as a cOmmunity, 
and because Jewel sales in that city 


tory. 

A special one-time shot, which 
appeared as a full color page in 
the Jan. 13 issue of Life, represents 
the company’s first use of a na- 
tional magazine. But Mr. Watkins 
admits quite frankly that this is not 
the start of a national campaign, 
nor even a test, but is designed as 
a “shot in the arm” for the Jewel 


route men and the entire Jewel 
personnel, rather than for any di- 
rect results it may have on the 
public. 


Nevertheless, the company’s plan 
to enlarge the territory covered by 
its routes, and its increasing aware- 


ness Of advertising point to the 
possibility that promotion of this 
kind may play a more important 


Jewel Tea Company than it has in 
the past. 


“N. O. Item” Expands 
As “Tribune” Quits 

The New Orleans Tribune, estab- 
lished in 1924, printed its last issue 
Jan. 11, J. M. Thompson, publisher, 
shifting many of its features to his 
Evening Item, in addition to adding 
new ones. The Item will carry the 
Tribune name in small type. The 
Sunday Item-Tribune will continue 
unchanged. 


Wanamaker Expands 

Duane Wanamaker—Advertising, 
Chicago, has moved from 221 N. 
LaSalle street to offices at 547 N. 
Michigan avenue. 


co 


t hasn't made us 


When 4% of the country’s typographers 
do more than 90% of all the typographi 
cal work in national advertising in maga 


zines and newspapers, 


when 


you 


that group must 


igh Hat 


patronize a 
Advertising Typographers Association of 


America you take no chances. 


member of the 


have something the advertisers want 
These supertypemen are easy to identify 
by the seal of the Advertising Typog- 
raphers Association of America, Inc 


Founded fourteen years ago, it now has a 


You are immediately assured High- 
est Quality, Intelligent Service, 
Expert Craftsmanship, Complete 
Sound Business Ethics, 
Good Taste, Uniform Practices, 
Greatest Choice of Type Faces, Type 
Services for All Advertising Pur- 


Facilities, 


de 
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and Canada. 


THE 


Advertising Typographers Association 


* 
hg > 


Tw ERiC 


AKRON, OHIO 

The Akron Typesetting Co 
BALTIMORE, MD. 

The Maran Printing Co 
BOSTON, MASS. 

The Berkeley Press 

H. G. McMennamin 


BUFFALO, N.Y. 

Axel Edward Sahlin Typoxgraph 
Service 

CHICAGO, ILL. 

Arkin Typographers, Inx 

J. M. Bundscho, Inc 


( 


membership of 61 firms as against 1,500 
concerns doing typographical work of 


some kind or another in the United States 


Members of the Advertising Typog- 
raphers Association of America, Inc. are 
outstanding by reason of their standards 
Like a select club, it admits only those 
typographers that can qualify through 
the high quality of their workmanship 
and their willingness to live up to a strict 
code of ethics. These sterling qualifica- 
tions insure the member's customers more 
for their money in service than can be 


obtained anywhere else 


DALLAS, TEXAS 


Jaggars-Chiles-Stovall, In 


DAYTON, OHIO 


Dayton's Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. 

The Thos. P. Henry Co 
Benj. Stapleton Co 

George Willens & Company 


INDIANAPOLIS, IND. 


can promise and consistently deliver serv- 


In other words, 


OF AMERICA, INC. 


poses, and Lowest Practical Costs. 


Is tt any wonder that an organization which 


ices of this kind should be the almost 
unanimous choice of national advertisers? 
But Advertising Typographers Associa- 
tion of America services are not restricted 
to national advertising alone. Its member 
companies are ready to serve you in any 
capacity involving typesetting. To share 
in the same superior Craftsmanship that 
makes the advertising pages of modern 
magazines such things of beauty, tele- 


phone to a member company at once. 


Ad Service Co 
Company, Inc 


Artintype, Inc 


A. T 


Frost Brothers, Inc 


NEW YORK, N.Y. 


Advertising Agencies’ Service 
Advertising Composition 


Assoc tated Typographers, Inc 
Atlas Typographic Service, 
Central Zone Press, Inc 
Diamant Typographic Service 
Edwards Typography, 
Empire State Craftsmen, Inc 


Graphic Arts Typographers, Inc 


Type Arrangement, Inc 
Typographic Crattsmen, Inc 
Typographic Designers, Inc 
Typographic Service Co 
Kurt H. Volk, Inc 


PHILADELPHIA, PA. 
John C. Meyer & Son 
Progressive Composition Co 


Im 


Inc 


PORTLAND, ORE. 
Paul O. Giesey, Advertising 
Typographer 


ST. LOUIS, MO. 


a : Brendel Typographic Service 
The Faithorn Corp The Typographic Service Co., Inc Huxley House 5 Te : 
Hayes-Lochner, Inc King Typographic Service Corp. Warwick Typographers, Inc 
Runkle Thompson Kovats, In KALAMAZOO, MICH. Master T ypographers, Inc SAN FRANCISCO, CAL. 
Clair J. Mahoney Morrell & McDermott, Inc Taylor & Taylor 
CINCINNATI, OHIO George Mullen, Inc 
The J. W. Ford Co LOS ANGELES, CAL. Chris F. Olsen, Inc SEATTLE, WASH. 
CLEVELAND, OHIO William Carnal]! Frederick W. Schmidt, Inc Frank McCaffrey 
Bohme & Blinkmann, Inc House of Hartman Superior Typography, Inc 
Schlick-Barner-Hayden, In Samuel Katz, Typographer Supreme Ad Service, Inc MONTREAL, CANADA 
Skelly Typesetting Co., In Rising-Hammond, In Tri-Arts Press, Inc Fred F. Esler, Led. 
EXECUTIVE OFFICES: 46 FICHTH AVENUE, NEW YORK CITY ALBERT ABRAHAMS, EXECUTIVE SECRETARY 
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ADVERTISING AGE 


Ra ng es. 


Set Standards 
for Wisconsin 
Grade A Butter 


Madison, Wis., Jan. 14.—The Wis- 
consin department of agriculture 
has established standards for 
Wisconsin Grade A butter and for 
receptacles therefor and has also 
prescribed regulations governing 
the marks or tags required upon 
such butter. 

The packing and labeling regula- 
tions provide that Wisconsin Grade 
A butter shall not be released for 
distribution by a distributor except 
in retail prints, rolls or containers 
approved by the department and 
that there shall be an outer wrapper 
or carton on each retail package. 
Such outer wrappers or cartons 
shall have clearly marked thereon 
the name and address of the manu- 
facturer, packer or dealer, the net 
weight and the official design 
label. On the carton the 
shall appear upon at least two sides 
in such size and form as the de- 
partment may approve. 


Detailed Regulations 


| facturers 
Wisconsin Grade A label on retail | 
such butter | 


Booth Names Ferry-Hanly 


or | 
design } 


ter label and must indicate clearly 
the churning number, the date of 
churning and the name and address 
of the butter manufacturer. Simi- 
lar identification marks must appear 
on tubs when the butter is packed 
in such containers by a manufac- 
turer for shipment to a dealer or 


distributor. In addition, there must 
be clearly imprinted on the top 
surface of the butter in each bulk 


container of Wisconsin Grade A 
butter by the manufacturer thereof, 
when the butter is intended for sale 
in such containers, the words ‘‘Wis- 
consin Grade A Butter” in plain 
Gothic letters not less than one inch 
high. 

The department will permit dis- 
tributors who purchase Wisconsin 
Grade A butter in tubs from manu- 
in Wisconsin to use the 


packages made from 


provided the requirements estab- 


lished by the department are com- | 


plied with. 


The regulations specify farm re-| 


quirements for milk or cream in- 
tended for use in manufacturing 
Wisconsin Grade A butter, 


as plant requirements. 


| whose 


as well | 


‘Names O. S. Tyson 


Juniors Geushte Forum 


J. E. Weber, advertising director 
of Armour & Co., will talk on 
“Slide Rules and Yardsticks” in 
the last of three weekly advertis- 
ing forums before the Chicago 
Junior Association of Commerce 
Jan. 23. W. R. Hemrich, advertis- 
ing and sales promotion manager, 
Visking Corporation, spoke on “De- 
veloping an Advertising Program” 
in the second of the series. The 
first speaker was C. C. Chapelle, 
subject was “Research for 
Advertising.” 


+R. E. McGraw Promoted 


Richard E. McGraw, 
sales promotion manager 
& Television Retailing, 
appointed manager. He 
Lee Robinson, who 


formerly 
of Radio 
has been 
succeeds 


McGraw-Hill publications. 


Booth Farms and _ Hatcheries, 
Clinton, Mo., has appointed Ferry- | 
Hanly Company, Kansas City, to 
handle its advertising. National 
farm magazines and direct mail 
will be used. 


_terviewed Maurice J. 
|/youth of tender years, 


has been as- | 
signed to executive duties on other | 
|All of this 
i'Swan will observe 


_ Swan Observes 
40th Anniversary 
with Harvester 


Jan. 16.—On Jan. 
Frank Magill, 


Chicago, 
1901, 
ing manager 
Harvesting Machine Company, in- 


18, 


his qualifications for the post of 
office boy. The 14-year-old 


with the 
during the ensuing years, 
as space buyer for 
is to report that Mr. 
his 40th anni- 
versary with McCormick and _ its 
successor, International Harvester | 
Company, next Saturday. 

While the arithmetic seems to 
indicate that Mr. Swan has passed 


serving 


\the half-century mark in age, his 


associates are wont to marvel at. 
his unlined face and lack of gray | 


then advertis- | 
of the McCormick | 


Swan, a| 
regarding | 
lad | 
qualified for the job and remained | 
advertising department | | 


most of them. | 


—— 
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| EVER HEAR THE ONE about the grocer who tried to sell the 

} young lady “5 Minute” Cream of Wheat because it is so 

| good for babies and growing children. Well, the laugh was on 

| hum. She was shopping for her grandmother who has never 
heard of minerals and vitamins and quick cooking. Was his face 

| red when he had to confess he didn't stock “Regular” Cream 
of Wheat any more > Lex sok at the picture! MORAL: You can't 

always guess whether a woman's a “5-Minute” or “Regular 

type "Stax k BOTH kinds, and make everybody happy 

ICY PROFITS in Vou Pevorne Brenkfast * promotian! Write for free 

ceptey eternal that seth | prattable stems—coffee fruit pax e Cream @ 

Wheat —«t oe creck The Cream @f Wheat Corp Minnes (mde Moon 


pee Warning! You'll lose & Pp harap 
sales unless you pe 
stock both kinds of & 


CREAM ¢ OF WHEAT / 
This Cream of Wheat page from Pro- 


gressive Grocer is a forceful illustration 


inihccteriaaiiatad wat Stinl C - jhair. They say that the man doesn’t! of one of the problems a manufacturer 
All wrappers used next to the StSON-SuMan Lompany, os-|know how to worry. Mr. Swan. runs into when he brings out an “im- 
butter surface must have t to the Gardiner to ° ‘Topics” /elle, N. J., has appointed O. S. | genies this allegation indignantly.| proved" product but still continues to ( 
| Thomas R. Gardiner, Jr., has|Tyson & Co., New York, to handle | In the early days of hi verinn | merchandise the original one. 

printing, or have clearly marked | joined the advertising staff of|promotion of its hydraulic equip- BS CR Saye CS Eee SE VEee, | 

thereon the Wisconsin Grade A but- | Hospital Topics, Chicago. ment and forged steel] fittings. Mr. Swan had the title of buyer of | 
printing, as well as space buyer.| tions of special value, Mr. Swan 

F He did business with many pioneer | feels. 

, printers of Chicago, including W. F.| While International trucks are 


Hall Printing Company, Rand, Mc- | advertised generously in consumer 
Nally & Co., and many others which | media, Mr. Swan is also an admirer 
7 are 


still doing business at the old of the specialized business paper, 
stand. In recent years, the print-|in which he has probably bought 
ee ing title has been largely an honor- | more space than any other single 
ae ary one. IHC has long operated |advertiser in the United States. 
a its own printing plant on a 24-hour | This is in accordance with the IHC tr 
iW a basis to turn out all of the promo- | philosophy that the hard way fre- it 
~ if tion and forms required in the | quently yields dividends. The com- b 
operation of the vast business. pany is prepared to make bodies lil 
for every special need and it also W 
Fewer Farm Papers devotes intensive study to the re- ct 


If printers have been practically quirements of coal operators and h 


backbone of the circulation lists of 
devoted 


; immune to the march of time, the | dealers, bakers, ice cream manu- *. 
a same cannot be said of farm pub- | facturers, and virtually every busi- fe 
‘a | =4 lishers, Mr. Swan recalls. One of Mess man using heavy duty trucks. ¢ 
uA i | Fe the early schedules of International | Its store of knowledge and facilities c 
e 4 | | Harvester provided for the use of | 18S promoted regularly in scores of 
tt hin space in more than 300 farm business papers. This strategy ap- . 

Lia } papers. In those days, virtually | Pears to have been successful, | | 
= | every state boasted at least two Placing International at the top of fF * 
farm papers. While IHC continues the roll call in every compilation of “ 

pase | to use virtually every farm paper Sales of heavy duty vehicles. f 

| available, the list is much smaller) Mr. Swan represents Interna- f 

: =< | than of yore, due to the disappear- tional Harvester Company in the # 4 

~ Me ance of many once well known Councils of the Association of Na- u 

“Ty Toy oT ase Ti To naenes. ; tional Advertisers. He is regarded n 

poe jve a if oo a Another quaint practice of past | With affection, not only by his col- . 
ee ilk | oo years was for IHC to advertise its leagues, but by the host of space v 
— products generously in religious salesmen to whom he accords inter- p 

. Pe iewe rhenever *Yy cee MN 

OUR PLANT AT 124 WEST POLK STREET papers. This habit was based on| Views whenever they seek them. - 
the theory that farmers are in-| - ae k 

tensely religious and form the Henry Leaving NAB; b I 

d 


Kirby to Army Post 
Samuel J. Henry, Jr., 
the Bureau of Radio 


publications to 


religious | 
exhortation. 


director of 
Advertising, 


A Center of Printing Activity 


In spite of the large number Of| Wational Association of Broadcast- 
farm papers available in the old | gy< Washington, has _ resigned, a 
days, IHC supplemented their use | effective Feb. 1. é 
— 


Complete facilities for the produc- 


by publishing its own farm paper, 
“Farmer’s Advance.” This monthly | relations, has been given a leave of 


a 
Ed Kirby, NAB director of public J 

had a circulation comparing favor- | absence to permit him to organize f 
n 

t 

i 


tion of Printing—from the prepara- , “e ! ' 
ee Every piece of printing ably with that of the national farm ) and administer a radio broadcast- 
papers of today. While the “Ad- in& division for the army general 
vance” long since ceased to exist, staff. 

the company continues to maintain 
direct contact with tractor owners | 
and prospects through a publication 
which has a circulation of more 
than half a million. 

Mr. Swan has seen quite a pro-| 
cession of advertising managers at 
IHC since Mr. Magill signed him 
up 40 years ago. Magill resigned 
to form the well known printing 
company of Magill-Weitnsheimer. 
On the other hand, the number is c mm 
much smaller than would be esti- | York office of McCann - Erickson, 
mated by one unfamiliar with the | has been appointed chairman of 


. . , ; . the national committee on_ fiscal 
is most convenient for buyers to to cooperate with you on methods of THC. control of the Amerieen Association 


; : ; P — s i of Advertising Agencies. 
drop in at our office and discuss oe ae eee pena engl ingen " 
The space buyer spends a good Now It's Padco, Inc. 

deal of time in the field contacting Reten tee Oh Lads 

farmers and studying their reading cng Paul D pan TE noe 

habits. When he is unable to in- Associates tees moved ren 3397 

dulge in this probing, he does con- ge} boulevard. 

siderable investigation by mail, 

despite the fact that he is deeply 

suspicious of mail surveys. All of f" 

his experience has given him great 

respect for state farm papers, LAYOUTS 
LETTERING 
ILLUSTRATING 
RETOUCHING 


tion of copy to the mailing or ship- produced in our plant is 


ping of the completed job—are Be it 


4 , ' a Catalog, Publication, Book- 
housed in this modern, fire-proof 


building. 
be handled efficiently and promptly. 


carefully supervised. Rollins Promotes Owen 


Dean Owen, of the home office of 
|Rollins Hosiery Mills, Des Moines, 
|has been promoted to manager of 
the San Francisco office, succeeding 
Harold Denham, who has entered 
the sales field in northern Cali- 
fornia. 


let, Broadside or other form 
Orders of any size can of advertising literature, from 
the very first step to the last, 
each is handled by men with 
years of experience in the 
highest standard of quality. 


We welcome an opportunity 


Located within easy walking dis- C. A. Greenlaw Appointed 


Greenlaw, of the New 


tance of Chicago's Loop district, it 


their printing plans with us. 


B PRinving pRooUCTS CORPORATION} 


“' well as 

Polk & La Salle Streets CHI * A G O rendered by the nationals. The 
fact that both methods and equip- 
ment vary in many parts of the 
country makes the state publica- 


formerly 
and 
Lin- 


— 
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dealer. This test is made on a 

SELLING THE TRADE | panel which has been accorded the 

standard and the new processing, 

FOR FOLKS 70 Miss the latter resisting attack much 
pHANCE more valiantly than the former. 

Bruce, which operates about eight | 

‘plants in the United States, has 


made famous by the automotive in- 
‘dustry. Not only ingenious equip- 
jenemt, but infra-red rays have been 
pressed into service to finish floor- 
ing far more efficiently than has 
ww |\been_ possible heretofore. The 
i “Streamline” flooring lasts indefi- 
nitely, requiring only an occasional 
polishing with the usual household 
utensils. Incidentally, Bruce is a 
large manufacturer of floor finish- 
ings. 

The new flooring is available in 


es 
900 NOW —e Boul 


a ee 33 000 
gce. STREAMLIN 


B maTonat eee 
In 


note 
waeee® nowent 


adopted the assembly line methods | 


|}oak, maple and beech, and in three 
sizes, 25/32 by 3%, % by 2% and 
% by 2 inches, to meet all require- 
ments either of new or remodeled 
‘buildings. The panels are beveled 
to facilitate installation, two sizes 
of beveling also being provided. 


Called a Revolution 


While the association of flooring 
manufacturers has done some con- 
sumer promotion in the Shelter 
Group, few of its members have 
either tied up with it aggressively 
ior launched individual campaigns. 
The Bruce promotion, therefore, is 
heralded as something of a revolu- 
tion in its conservative field. Ruth- 
rauff & Ryan is the agency. 

The Bruce campaign is being 
merchandised to the trade through 


American Builder, American Lum- \Form Mississippi Dailies 


berman, Architectural Forum, Sine Mlesiesinil Galle aewenn 

Building Supply News, Flooring, | nave formed g deren Ban Daffies, ies, 
Gulf Coast Lumberman, Lumber | | 1602 Sterick bldg., Memphis, Tenn., 
Dealer, Mississippi Valley Lumber- | affiliated with Mid- South Dailies 
man, Operative Builder, Pacific Re- /and Arkansas Dailies, to represent 
tail Lumberman, Pencil Points, The |them in the national field. Mem- 
|Plan, Retail Lumberman, Southern | ber newspapers are Biloxi - Gulf- 
Lumber Journal, and Wood Con- | port Herald, Clarksdale Register, 
struction. ‘Corinth Journal, Greenville Delta 
_Democrat-Times, Greenwood Com- 
|monwealth, Grenada Star, Laurel 
|Leader - Call, McComb Enterprise, 
land Vicksburg Post en Post and Herald. 


Honors “Temple Telegram” 
The Chamber of Commerce of | 
Temple, Tex., has passed a resolu- 
tion of congratulations to the ‘Now It’ Ss Landau sandau Outdoor 
Temple Daily Telegram on having Landau and _ Lustman, Phila- 
won numerous awards of excel- — outdoor advertising com- 
lence in the past eight years. Tro-| pany, has dissolved, Leonard Lan- 
phies won by the newspaper were /|dau continuing as the Landau 


displayed in the Montgomery Ward Outdoor Advertising Company, 3132 
store at Temple. N. Broad street. 


| msrReAMLINE | 


FLOORING... 


This full page in lumber papers shows 
how the new Bruce drive is being mer- 
chandised to the trade. 


Finished Floors 
to Be Offered by 
Largest Producer 


"Streamline Flooring’ 
Basis of New National 
Campaign 


Memphis, Tenn., Jan. 16.— The 
thoughtful study being devoted to 
its own and other businesses by the 
building industry will have start- 
ling repercussions next month 
when E. L. Bruce Company, the 
country’s largest manufacturer of 
hardwood floors, will introduce 
“Streamline” flooring, which trans- 
fers the finishing and waxing pro- 
cess from the hands of local spe- 
cialists to the factory. 

Consumer advertising, to break 
in The Saturday Evening Post of 
Feb. 22, will apprise home owners 
of the availability of floors which 
are not only quickly and easily 
laid, eliminating “days of smell, | 
fuss and bother,’ but which are. 
usually lower in price because of 
the application of mass production 
methods. In the meantime, a vig- | 
orous trade campaign will be. 
waged, telling dealers of the larger 
profits to be made, and offering tie- | 
in material. Other consumer maga-_ 
zines on the schedule are American 
Home, Better Homes & Gardens, 
House Beautiful and House & Gar- 
den. 


Attuned to Times 


The initial advertisement will be 
a half-page in two colors, showing 
an amiable housewife inviting two 
youthful guests to “Go ahead and 
swing! My new Bruce Streamline 
floors can take it!” The strip tech- 
nique will be reinforced by advice | 
to “Make the scratch test,” which 
involves a visit to the local lumber | 


ENLIST / 


For Defense against 
lagging sales 


Recruiting these 50,000 watts 
for your sales campaign will 


sive you dominant coverage 
of the rich Tri-State area of 
Texas 


ind north Louisiana, one of 


-outh Arkansas, east 


the nation’s richest and fast- 
est growing markets. 


50,000 Watts 


—~— a + Be... 


Shreveport Louisiana 


Advertising gains invariably follow circulation gains which 
invariably follow a sound publishing formula which 
invariably follows the simple law of demand and supply. 
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30 ADVERTISING AGE January 20, 194) 
° ithe July issue will go on sale — 
Two Magazines 53,1 Hugh B. Terry Made ; . 
Change Closing Similar changes are under con-| Manager of KLZ, Denver The Business Digest 
|sideration by executives of a third; HughB. Terry, segs . 
d O ] D t magazine in the women’s service | who has been | eS ee _—— ~ Industry as 
an n-Sale Dates |iitiication feld, it is understood, commer - | eported by the Business Press 
New York, Jan. 15.—Seeking in- | ut definite plans have not yet been | Le Denver, Edited by RALPH O. McGRAW 
creased advertising flexibility and |™@d4e. \for several 


editorial timeliness, both Ladies’ 
Home Journal and McCall’s have 
changed their publication schedules 
to shorten closing dates and make 
the date of issue correspond with 
the on-sale date. In both cases, 
the changes will be put into effect 
gradually until the new schedule 
becomes completely effective with 
the issue of July, 1941. 

The Ladies’ Home Journal plan 
calls for the fifth of the second pre- 
ceding month as closing date for 
black-and-white copy. Color clos- 
ing date will be the 20th of the 
third preceding month. The on- 
sale date will be the last Friday 
before the month of issue. For ex- 
ample, the July issue will go on 
sale Friday, June 27. 

The new McCall's closing date 
for both color and black-and-white 
copy will be the 15th of the second 
preceding month, except for 2nd, 
3rd and 4th covers for which the 
5th of the second preceding month 
will remain the closing date. The 
on-sale date will be the first day of 
the month of issue, meaning that 


Dixie-Cola Wins Right 
to Use of “Cola” 

The United States circuit court 
of appeals at Charlotte, N. C., ruled 
Jan. 11 that the Dixie-Cola Labora- 
tories, Baltimore, and others could 
use the word “cola” on products 
but enjoined the company from any 
acts calculated to deceive the pub- 
lic. The court held, however, that 
the Baltimore company had con- 


|spired “with customers to palm off 
|their goods for those of the Coca- 
| Cola 


Company wherever it 
safe to do so.” 

The district court had restrained 
the Baltimore company from use of 
the word “cola” relating to its 
product. 


AMA to Hear Dickinson 
Fred Dickinson, Western man- 
ager of the Bureau of Advertising, 
ANPA, will address the Chicago 
chapter of the American Marketing 
Association on “The Advertiser 
Makes His Own Rates” Jan. 21 at 
6 p. m., at the Sportsman’s Club, 
360 N. Michigan avenue, Chicago. 


was 


{don Hertslet is account executive. 


Commercial Limitations 
on the Use of Gold 


months and who 
formerly was 


manager of Whenever gold is employed in 
KVOR, Colorado solid form, whether for jewelry, 
Springs, has |dentures, or other purposes, it is 
been appointed almost never used pure, Joseph B. 


manager of KLZ, 
succeeding F. W. 
Meyer, who has 


Kushner, metal finishing consult- 
ant, points out in Products Finish- 
ing for January. In 99 cases out 


resigned to start Hugh T : 
tg own radio — of 100, he says, you will find gold 
station. used in alloy with other metals 


‘and it is referred to as karat gold. 


. |A footnote explains that in the 
FCC Renews WWL License {i industry 100 per cent pure 
=- <= a = the Develop- | gold is called 24 karat gold, which 
a 5g fog Be is equivalent to saying that a karat 
acquired by Loyola University, | is 1/24 part or 4.17 weight per cent. 
New Orleans, the Federal Com-| Thus 18 karat gold contains 75 per 
munications Commission has|cent gold (18x4.17). 
granted the university’s application Even the gold plating industry 
for renewal of the license. does not as a rule employ pure gold 
in plating but instead prefers to 


Shoes to Anfenger deposit with other alloying mate- 


“invisible” miles on the oil in the 
crank case of automobiles as dis. 
tinguished from “speedometer” 
miles, according to Super Service 
Station for January. The “invisj-. 
ble” miles, it is explained, are 
those which a tachometer would 
reveal; those which are accumy- 
lated while an engine is being 
warmed up, idled when waiting at 
a traffic light, a traffic jam, or 
stopped for turns, etc. Upon a]] 
such occasions the engine continues 
to run although no miles are rezgis- 
tered on the speedometer and this 
should be taken into consideration 
when computing oil changes. 
Accelerating in first or second 
gear, or running in reverse, adds 
more miles to the engine but none 
to the speedometer recording by 
which car mileage is usually re- 
corded. The oil under such opera- 
tion, R. A. Ludlow, director of the 


rials. The reasons for this general 


Juvenile Shoe Corporation, St. acti a : 

Louis, has appointed Anfenger Ad- a ae rags agp 4 pond 
vertising Agency, St. Louis, to| ~* ° S high cost, a 
handle advertising for its Lazy-|# ‘roy ounce. In the Brinnell 
Bones and Clinic shoe lines. C. Gor- | measurement of hardness, gold 


registers 33, against 200 or more for 
| steel. Another advantage of alloy- 


Winning a wider industrial advertising audience 


Hand-picked circulation places your message 
before all your key prospects 


Advertising results depend not only on what 
you say but on who reads your advertising. Any 
advertising falls short if it fails to reach the men 


who control purchases. 


That is why shrewd and successful advertisers 
heartily patronize the advertising pages of the 
magazines listed below. These periodicals em- 
ploy a circulation technique which offers 100° 
coverage of buying power authority in their 
Literally, readers are hand-picked, 
selected according to position and power. Waste 
circulation, which may look good 
figures but brings you nothing for your expendi- 


markets. 


ture, is avoided. 


This better circulation technique is called con- 
trolled circulation . . . which describes it exactly. 
It is based on the obvious fact that no sales 
force can reach and sell all the buying factors 
in a given market; on the equally obvious fact 
that subscription instead of being an assurance 
of readership is only an unnece 
to controlled and selective coverage; on the 
equally obvious fact that editorial value alone 
determines how well a magazine is read. Place 


THIS ADVERTISEMENT IS SPONSORED AND PAID FOR BY THESE LEADING C. C. A. PUBLICATIONS 


Bakers Review 

Bankers Monthly 

Better Roads 
Combustion 
Compressed Air Magazine 
Drug Topics 

Dun's Review 

Electric Light & Power 
Electrical Dealer 
Electrical Manufacturing 
Equipment Preview 
Excavating Engineer 
Golfdom 

Graphic Arts Monthly 


CONTROLLED CIRCULATION PUBLICATIONS 


Stes fi eo Ball “he e ek, 
oe, be os 


Controlled 


in cold 


controlled circulation publications listed below. 


ssarv obstacle who steadily 


Hitchcock's Machine Tool Blue Book 


Hospital Topics and Buyer 
Industrial Equipment New 
Industrial Power 

Jobber Topics 

Liquor Store & Dispenser 
Machine Design 

Meat 

Meat Merchandising 

Mill & Factory 

Modern Machine Shop 


may not be ready to subscribe. 


which assure 100% selectivity amd coverage of 
a given market... 
conventional circulation methods as controlled 
editing is ahead of “hit or miss” editing. 


kets to the advertisers who use its pages. 


All of them are audited, for their selective and 
partial Controlled Circulation Audit. 


crowds the pages of these magazines. You may | 


ing facts before you. 


ing gold is that by doing so its color 
may be changed. The two most 
common alloy metals used by the 
solid gold trade are copper and 
silver. The colors obtainable in 
thermal alloys of gold, silver and 
copper range from reds through 
yellows to greens and whites. The 
solid gold article must be stamped 


. ‘ - P , with a karat mark so that the con- | 
a highly interesting and vital message in any) cimer knows exactly how much 


man’s hands, and he will read it, although he | gold he is getting for his money;| 


|whereas the gold plater, with 

few exceptions, just marks “gold 

circulation depends on methods | Plated” on the tag and the sky's 
the limit. 

By a process known as age or 
and it is as far ahead of | precipitation hardening, some den- 
tal goods houses have been able to 
{increase the Brinnell hardness rat- 
jing of some gold alloys to 300 or 
more, which is necessary in order 


From its very inception, controlled circulation that dentures may withstand the 
has been successful in delivering complete mar- 8'eat stresses and abrasive effect of 


mastication. 
Un- 


questionably you are familiar with some of the The Growth of 


|Super Markets 
In an analysis of the growth of 
‘super markets, Bakers Review for 


complete market coverage, by the fair and im-| January says they made their first 


j}appearance on the West Coast and 
You may (f°) Bice am 
- |that although they were compara- 


not know the results of the advertising that tively unknown a decade ago, they, 


|together with other big groceries, 


ido about half of the volume of 


not know the story of the leading advertisers | food sales of the country. It is 


and consistently have used those |e@stimated that there are about 
y |7,000 such stores, with 25 per cent 


pages. Let a representative of the C.C.A. publi- | 55 the units on the West Coast. The 
cation in your field place these highly interest- | South and prairie states have the 


| fewest super-markets. 

Surprising as it may seem, the 
publication says, independents and 
not the chain stores have led in 
the super mart development. The 
present proportion is about two to 
one with the trend toward big gains 
iby the super-chains. 
| Some predict a further growth 
lof the super market idea, while 
others look for their early decline. 
One investigator reports that 40 per 
cent of the markets doing over 
$500,000 of business annually have 
suffered a seven to eight per cent 
sales decline during the last year, 
while smaller markets averaging 
from $100,000 to $150,000 a year 
have increased their sales from 10 
to 15 per cent. 

A recent survey of California 
super markets shows that about 40 
per cent of the people patronizing 
them travel on an average of three 
miles to get to them and about 20 
per cent come from five miles. 
Most people purchased food in 
small amounts before trading with 
super markets, but afterwards 
bought provisions to last up to 
three days. 


New Equipment Digest 

Petroleum Marketer 

Pit and Quarry Handbook 

Premium Practice 

Progressive Grocer 

Purchasing 

Roads and Streets 

Rug Profits 

Soda Fountain 

Super Service Station 

Tires 

What's New in Home Economics 
Invisible Miles Are 


Lubrication Factor 


As part of the lubrication promo- 
tion program of the American Pe- 
troleum Institute for 1941, emphasis 
will be placed on the effect of 


Wood Products 


committee in charge of the pro:no- 
tional program, points out, is sub- 
| jected to heat and contamina'ion 
|for many more miles than the 
| speedometer indicates. 

| The theme of the 1941 campaign 
is “Lubricate for Safety Every 
1,000 Miles.” The safety angle wil] 
be approached from two directions 
One is that correct lubrication at 
| recommended intervals minimizes 
ithe amount of wear to vital parts, 
thereby reducing the possibility of 
accident because of failure of some 
worn part. The other approach 
|will be based on economy—that 
lubrication will prevent wear of 
parts which greatly affect economi- 
cal operation of the vehicle, such as 
camshafts, timing gears, pistons, 
rings and cylinders. The program 
|is also expected to increase the sale 
|of many accessory items which will 
‘come under scrutiny during the 
— frequent lubrications. 


Bruce Berckmans 


to Direct Piel Sales 

Bruce’ Berck- 
mans, who _ has 
been  participat- 
ing in reorgani- 
zation of the 
Bureau of For- 
eign and Domes- 
tic Commerce at 


Washington as 
assistant’ direc- 
tor, has been re- 
tained to direct 
general sales 
and advertising 
for Piel  Bros., 


Brooklyn, 
brewer 


“Chicago Daily News” 
Ups Christman, Lowery 


Paul B. Christman has _ beer 
made local advertising manager of 
the Chicago Daily News and 
Thomas A. Lowery has been mad 
assistant advertising director. Both 
men have been on the paper’s staff 
for several years. 

Mr. Christman succeeds E. H 
Heister, who has resigned becaus* 
of ill health. 


Grocers in Ad Drive 

The Milwaukee Retail Grocers 
Association has opened a_ weekl) 
newspaper advertising campaign, t 
meet chain competition, copy ap- 
pearing Thursdays under the cap- 
tion “Thrif-T-Food” stores.  Par- 
ticipating stores pay a weekly fee 


Bruce Berckmans 


toward the campaign which !D- 
| cludes identifying red and white 
|window posters. Each advertise- 


ment carries a tested recipe. 


—) 


Alert young mothers. in the bette: 


than average homes of the follow 


ing cities .. . Milwaukee. India: 


apolis. Cleveland. Cincinnati. 5' 
Louis and Kansas City ... are 
the rich market we offer. Have 
you anything to sell them? Ovr 
nurses’ infl is tr dous! 
C ? ° 
The Cradle Car Servier, Ine 
, 457 N. Kingshighway St. Louis, Mo. 
* hege 


J 


E 


y 


A ee ae Eis = * i oe ae es a ae $ = 
al : if ¥ 3 + 5 ee Bee r ne i ve ; : 4 ope ; / : + = i baer ere “fh Ss ¥ Pe. 
& : 
i. * ) 
a s 
ee 4 
. — 
: 
Sea 
ts Se y 55] 
re a wenn 
ae 
sates 
a } 
‘ oli 
a 01 
= ee sa 
: ch 
aa in 
se | 
_ pe 
? ot or) 
Bee. fre 
ae 101 
ae wi 
ee fre 
se 
ate ar 
oe si 
7 ad 
el ee sit 
‘ et ee a t 
ae mi 
eee 
1 Jo 
oe ce 
— sp 
ee 
'— , 
. ay fai 
- 2 va 
ee su 
re ee 
abe Se pu 
est ac 
F pe 
Ses | 
a aay, Ol 
= 2 eS Ww! 
=i ; = ‘o 
ae, ire 
Pasi = pu 
ae tis 
eer to 
5 ee t me 
7 _ : a “ 
- 2 to 
i ——————— ee si 
“a a. tel 
a i lor. wis id 
Seal _— ai} 
ere to 
a i “i aii ag "Vy 
— ‘aks its 
oe | _ am ‘ Aj 
. ; na 
He , m 
-— eo - in 
i a be 
ve ate ee na 
Se Nagy i ae 
jal : 
= pat " 
i. ‘ j J RR IRIE 9 ERE EN LR RSG A A TTT A IE ARS AR A RA TER NIRS RE SRO WI 
ae z . — 
eS 
4 
e .> 
_ ee 
ee Sm 
- “ee ee 
 * ee 
“Spaagee 
+ OED i SORENESS APMIS — — Pt 
. CEA { 
. Pa : 
: 
7 x 
{ = 
es ee 4 ns a 72 RN 4 : z, hie A _ 4 ¥ J Ke .. 2, 4 . a fe aes 2 oy : bg 4 , | ma <s 
ei ie ie Fa HOR "Tae Ca oe et aor ai Pi RS a a i Ae 
= = 9 -~ al ie e P iN eM ‘ “> . Y ey y . ; <i * ; a € 


ns 


January 20, 1941 


Paez > Rs Sa 
Shh Ee, ihe ap cin 
2 6 fit bilan t des 


ADVERTISING AGE 
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More Advertisers 
Than Space for 
English Papers 


Merchandising Prob- 
lems of War Economy 
Explained 


New York, Jan. 15.—Pity the 
light of the poor advertising direc- 
tor of a London newspaper, whose 
sad duty it is these days to deter- 
mine which advertisers may pur- | 
chase his precious white space— 
und how much and how often. 

Since the Nazis took over Nor- 
way last April, British newspaper 
publishers have faced a newsprint 
crisis. Their present supply comes 
from Canada at a cost of $36 a 
ton, which is three times the pre- 
war price of imported newsprint 
from Norway. Hence, newspapers 
are now limited by agreement to 
six pages, with a resulting limit on 
advertising space and a battle by 
advertisers for space. 

These and other facts about be- 
sieged Britain were disclosed here 
today by Thomas V. Boardman, 
manager of the London office of 
Joshua B. Powers, Inc., who re- 
cently arrived in this country. He 
spoke before a meeting of the Ex- 
port Advertising Association. 


Government Large Advertiser 


The 
executives 


problem which advertising 
of London newspapers 
face is complicated further’ by 
“must run” copy placed by a 
variety of government departments, 
such as insertions by the food 
rationing agency to explain to the 
public new ration orders. 

More advertisers than can be 
accommodated seek to buy news- 
paper space, Mr. Boardman pointed 
out, although many of them use 
what space they can obtain only 
‘o “keep their mames before the 
public.” In many cases, an adver- 
tiser’s entire production is devoted 
to government defense orders. 
Rolls-Royce, for example, de- 
voting its entire productive energy 
to making motors for Spitfires and 
Hurricanes—and yet advertises to 
tell the public that the engineering 
idvances made by its technicians in 
airplane production will be adapted 
to automobiles when the war is 
over and the company returns to 
its regular business. 

Other media besides newspapers 
has been severely hit by the war, 
Mr. Boardman explained. Direct 
mail has suffered because of an 
increase in the cost of paper, and 


is 


ithe World War. 


|changes in England, Mr. Boardman 


pointed out. 
risen, but 


Purchasing power has 
most manufacturers of 
consumer goods have been pre- 
vented from competing for this 
extra slice of income by restrictive 
orders by the government. Employ- 
ment is at its highest point since 
Prices have risen 
slightly, but not as fast as wages 
and employment. Much of the in- 
creased purchasing power goes into 
armament, through a _ variety of 
new war taxes. 

The type of restriction to which 
manufacturers of consumer goods 
are subject is demonstrated by a 
recent order by which razor blade 
manufacturers are required to cut 
1941 production to one-third 
1940 sales. 


of ber, 


Business opportunities in Eng- 
\land exist for U. S. exporters, he 


said. The chief problem is being 
able to deliver merchandise. Prod- 
ucts for which there is a market 


jare less difficult to sell than to ship 
jinto the country, he said. 


Join “Beverage Times” 


| Jack H. Treuhaft, formerly man- 
aging editor of the Beverage Re- 
tailer Weekly, has been made man- 
aging editor of Beverage Times. 
|Others formerly with the Weekly 
who have joined the latter paper 
| in similar capacities are: Jack 
Band, circulation manager; Tim 
|Lind and Dave Morgan, advertising 
| staff, and Leo Isaacs, Samuel Lor- 
Maurice Feiger and Sylvia 
| Worth. 


Wilkens Joins Lasher 

John A. Wilkens has been ap- 
pointed sales manager of George F. 
Lasher Printing Company, Phila- 
delphia. He was associated with 
Charles Francis Press, New York, 


for 34 years during which time he | 


acted as treasurer of the New York 
Employing Printers Association 
and treasurer of the Advertising 
Club of New York. 


| felis 
Doran to Federal 

Glenn J. Doran, field supervisor 
in Des Moines for Lever 
for 19 years, has been made direc- 
tor of sales for Federal 


the advertising and sales promotion 
activities of the company in 45 
states. His headquarters will be in 
Des Moines. 


McDowell to Babson 


Charles H. McDowell, Boston 
advertising executive, has been 
appointed sales promotion manager 
in charge of advertising for Bab- 
son’s Reports, Wellesley, Mass. 


Warwick to “Constitution” 
Paul Warwick, for the past 10 


_years connected with the advertis- 


Brothers | 


Service | 
Company, St. Paul, superintending | 


ing department of the Georgia 
Power Company, has been made 
service promotion manager of the 
Atlanta Constitution. 


Nye Joins Y & R 

Carroll Nye, former radio editor 
of the Los Angeles Times, has been 
appointed assistant to Jack Sayers, 
publicity director of Young & Rubi- 
cam’'s Hollywood office. 


because the standard postage rate 


has been lifted from three to five | 


vents. Outdoor advertising, not 
being visible during nightly black- 
juts, is also impaired. 


Many Marketing Changes 


Wartime economic changes have 
vrought significant marketing 


NDT 


‘CONNECTICUT'S PIONEER BROADCASTER ir 


For Time Buyers 


When you're scheduling 
radio in Connecticut, re- 
member that WDRC is 
the only Basic Columbia 
Station for miles around 
—_with more than 4 mil- 
lion listeners. What ° 
buy for you—et WDRC's 
rate! Write Wm. Malo, 
Commercial Mar for 
further information. 


WODRC, Hartford 5,000 Watts 


LINES OF DISPLAY ADNEX\INS 


URING 1940, 


advertisers placed 8,017,322 


lines of display in The Chicago TIMES. This is 


the largest volume of 


advertising ever published by 


The TIMES within a single year, and marks a new high 


point in the record of this newspaper. Included in this 


total are 1,539,371 lines of general display advertis- 


ing—a gain of 95,415 


lines over last year and a new 


all time high for this classification. 


The steady and consistent growth of TIMES read- 
ership lies at the base of this advertising achievement. 
Average daily net paid circulation as reported to the 
A.B.C. for the latest six-month period ending Sept. 30, 
1940, reached a new all time high of 399,045. 


Average daily net paid circulation for the same 
six-month period in 1939 was 365,710. It is upon this 
average that present TIMES general advertising rates, 


issued in November, 1939, are based. The increased 


readership of 33,335 between then and now, repre- 


sents a bonus to TIMES advertisers—a plus value of 
better than 9°/,—in keeping with The TIMES policy 


of giving both readers and advertisers more for their 


money. You'll find that the national milline rates of 
The Chicago TIMES are lower than those of any other 
evening newspaper in the United States. 


In 1941 you, too, should find it profitable to follow 


the trend to The TIMES. 
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January 20, 194) 


ADVANCED BY AGENCY 


Russ Neff (left) and Brad Robinson, 
newly appointed radio production man- 
agers for Knox Reeves Advertising. 


Brad Robinson, who has been 
manager of the New York office of 
Knox Reeves Advertising for two 
years, has been made commercial 
production manager for spot radio 
broadcasting with headquarters at 
the Minneapolis office. 


Russell Neff, who has _ been 
assistant to Lloyd Griffin, Knox 
Reeves radio director, since 1939, 


has been made commercial produc- 
tion manager for network broad- 
casts for the agency. 


End-Seals on Bread 

The E. H. Koerster Baking Com- 
pany, Baltimore, is using news- 
paper space to introduce the use of 


end-seals on bread, where they can | 


be seen more easily by customers. 


Fortey Is Called 


“Industrial 
Adman of the Year’ 


Chicago, Jan. 16.—Harry W. 
Fortey, director of advertising, The 
Warner & Swasey Company, Cleve- 
land, was designated “industrial 
advertising’s man-of-the-year” by 
the Copy Chasers in their column 
,of provocative comment on indus- 
trial advertising appearing in the 
January issue of Industrial Mar- 
keting. 

The citation of Mr. 


Fortey was! 


based primarily upon the thought- | 
|of two or more, will offer discounts 


|provoking and attention-compelling 
advertising produced under his 
|direction dealing with the problems 
presented by the state of the world 
and the United States’ defense 
| activities. 

This advertising, say the Copy 
| Chasers, “was among the first (if 
|not the first) to recognize, publicly, 
‘that international affairs were put- 
|ting a new responsibility upon the 
‘shoulders of American industry; 

. to use business paper space to 
warn American industry of the 


industry of the invasion (of slave | 


produced goods) that may come 
with peace; ... to talk turkey to 
labor, to mention ‘40-hour weeks’ 


” 


and warn of ‘80-hour weeks.’ 

Kenneth W. Akers, executive 
vice-president of Griswold-Eshle- 
man Company, the Warner & Swa- 
sey agency, also came in for a 
round of applause. 


Southern Publishers 
Form Roto Test Group 


The Louisville Courier - Journal, 
Atlanta Journal and Miami News 
have organized a new rotogravure 


Automotive 
Building materials ore 
Cigars, cigarets & tobacco.... 
Clothing & dry goods.......... 


Confectionery, ice cream, soft drinks. . 
a PCT eT TR Teeter 


| Financial & insurance.......... 


test group, to be called Roto-Trio, | 


which, when used in combinations 


in addition to the regular discounts 
now Offered by each of the Sunday 
newspaper rotogravure sections. 
Roto-Trio will be represented by 
the Branham Company for the 
Louisville Courier - Journal and by 


|Sawyer - Ferguson - Walker Com- 


pany for the Atlanta Journal and 
Miami News. 


Changes to “Your Charm” 
Street & Smith Publications, New 
York, has changed the name of 


|Picture Play to Your Charm, effec- 


|dangers threatening it and to urge | 


that we quit talking and get to 
work; . . . to face the problem, 
(rankly, of difficulty in filling 
orders; . . . to remind American 


tive with the issue of March, 1941. 
Robert W. Carnahan, formerly with 
Photoplay, Harper's Bazaar and 
Junior League Magazine, has been 
appointed Eastern advertising 
manager. 


Defense Contracts and War Orders 
Swell Buying Power in Detroit 


73% of State’s *600,000,000 Defense Program in Detroit Area! 


Faster, FASTER, FASTER ... turn the wheels of industry in Detroit! Already in 
its THIRD YEAR of steady and substantial increases, Detroit business now receives 
the added impetus of Michigan's $600,000,000 defense program, just getting under way. 
This means more jobs, higher payrolls, more purchasing power, and_ still greater 


opportunity for advertisers in this market. 


Particularly, for advertisers who make 


The Detroit News the key medium in their appeal to the buying power homes of this 
great industrial center. The News, by itself, reaches 634% of all Detroit homes taking 
Furthermore, The Detroit News has 95% of its great week- 
day and 83% of its Sunday circulation concentrated in the local Detroit trading area— 
where the bulk of Michigan’s $600,000,000 defense appropriation is being spent! 


any newspaper regularly. 


Total Net Paid Circulation for 6 Months Ending Sept. 30, 1940 


WEEKDAYS, 340,022; SUNDAYS, 404,142 


The Detroit News 


New York: 1. A. Klein, Inc. 


THE HOME NEWSPAPER 


Chicago: J. E. Lutz 


Food, food SO i i a 


House furniture & furnishings... 
Jewelry, silverware 


Lubricants, petroleum products & fuel.. 


Office equipment 
Paints, hardware 


Radios, phonographs, musical instruments.................- 
Schools, correspondence courses.............. 
= eee eee 
Laundry soaps, housekeeping supplies... 


Stationery, publishers 
Travel, hotels 
Wines, beers 
Miscellaneous 


;period for 


G-E Distributes 
First Complete 
Farm Catalog 


Schenectady, Jan. 14.—lIts first 
catalog listing all appliances, equip- 


NETWORK RADIO SALES BY 


| 


ment and services offered to farm | 


families by the General 
Company, 
tric on the Farm,” has just been 


issued by G-E as a 68-page book 


Electric | 


entitled “General Elec- | 
| tures. 


in 8 by 10-inch size with a cOver in | 


four colors. Several color pages 
are distributed through the book. 

In addition to describing all prod- 
ucts in both word and picture, 
prices are given and the dealer's 
name is imprinted on the _ back 
cover. The catalog also contains 
order forms for more detailed in- 
formation and booklets, order form 
for merchandise not handled by the 
local dealer, an explanation of 
how equipment may be bought 
through the G-E Contracts Cor- 
poration, a directory of G-E de- 
partments and a chart for keeping 
a cost record of monthly operating 
expenses. The center spread is a 
sort of quiz game for testing a farm 
family’s use of electrical services 
with blanks covering a three-year 
comparative purposes. 
A woman’s page contains tips on 
running a home, a contest an- 
nouncement and invitations to visit 
G-E plants. 

A letter on the inside front cover, 
signed by C. E. Wilson, president 
of General Electric, notes that 2,- 


000,000 farm homes are served by | 


electricity today compared with 
200,000 in 1923. The catalog is be- 


|ing distributed by dealers to farm 
|homes with electric power. 


Parker Heads CBS Radio 


Sales Office in Detroit 

William H. Parker has been 
named manager of the Detroit office 
of Radio Sales, succeeding Fred 
Gagnier, resigned. 

J. Nelson Stuart, formerly adver- 
tising and sales promotion manager 
of the Kelvinator division of Nash- 
Kelvinator Corporation, Detroit, 
has been made sales representative 
of the Detroit CBS office. 


_ 


CLASSIFICATIONS 


2,897 969 


11,240 699 
575,87) 
389 996 

11,880 
3,720 354 


reer $96,455 603 


Drugs Nose Out 
Foods as Biggest 
Radio Spenders 


New York, Jan. 15.—By spencing 
nearly $26,000,000 for network time 
in 1940, drug and toiletry advertis- 
ers pushed their classification back 
into first place in radio expendi- 
The food _ classification, 
which ranked at the top in 1938 
and 1939, was a close second last 
year. 

Totals for all of the first fow 
classifications increased in 1940, 
according to figures released by the 
National Broadcasting Company, 
Columbia Broadcasting System and 
Mutual Broadcasting System. As 
in 1939, tobacco products were 
third and laundry soaps and house- 
keeping supplies fourth. 

Political advertising costing 
variety of groups a total of $1,638,- 
910 helped swell the total for the 
miscellaneous classification to $3,- 


720,354. 
The accompanying _ table 
gross expenditures on all three 


national networks by classifications 


Maryland Casualty 
Plans Magazine Drive 
With Americanism as its basic 
theme, Maryland Casualty Com- 
pany, Baltimore, will use full page: 
in four magazines during 1941] 
Copy will point out the part insur- 
ance plays in aiding national de- 
fense preparations. 


The schedule includes Business 
Week, Fortune, Newsweek and 
Time. 


Pushes Premium Crackers 


National Biscuit Company, New 
York, has released copy for a na- 
tional newspaper campaign on 
Premium crackers, using large 
photographic heads with a promi- 
nent display of the package 
Freshness, flakiness and flavor of 


/the crackers will be emphasized 


Four A’s to Meet May 1-3 

The American Association of Ad- 
vertising Agencies will hold _ its 
1941 convention at The Homestead 
Hot Springs, Va., May 1-3. 


UNDERWOOD & UNDERWOOD 


319 E. 44th ST.,N. Y. C. 


241 E. ONTARIO ST., CHICAGO 
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Lace 


to Fashion 


New York, Jan. 16.—Face powder 
will be offered as a “fashion ac- | 


nal,” featuring Walter Winchell, 
heard Sunday on a network of the 
National Broadcasting Company. 


“COLOR CONTROLLED” 
POWDER FOR WOODBURY 


Woodbury has selected tive motion 
picture stars, Myrna Loy, Virginia 
Bruce, Merle Oberon, Brenda Joyce 
and Dolores Del Rio, who are 
classified successively as American 
beauty-blend, cameo-skin blonde, 


featuring a painting of Myrna Loy 
as the “prevailing American type,” 
with illustrative sketches in small 
size of the four other stars. Since 
the entire campaign is regarded as 
a key to skin-types and their dra- 


Sa is =, a TN ae ‘ , 
“i a > = cS re = f- ri 
jm 20, 1941 ADVERTISING AGE 33 
Home Journal, Photoplay- Movie peared in a recent issue of Life, your type—then bring out the ern Romances, Modern Screen, 
Jergens | ow er Mirror, Radio & Television Mirror, to be followed by insertions in the beauty of your coloring with a new Screen Romances, Redbook and 
This Week, True Experiences, True February issues of seven maga- type-glorifying powder.” True Story. Lennen & Mitchell is 
Love & Romance and True Ro- zines. Painti Used the agency. 
Called Accessory mances. The new product will also To epitomize the five skin types ainGngs Us —————— 
be promoted on the “Jergens Jour- found among American women, The Life copy is in four colors, Flett Names Colton 


James Flett Company, Chicago, 
salvage materials, has appointed 
Wendell P. Colton Company, New 
York, to handle its advertising. 
Present plans call for a campaign 
beginning this month in national 


sessory,” in colors created by a New York, Jan. 16.—In a new ivory-skin brunette, honey-skin matization by the use of correct | business publications. The account 

1g fashion designer, when An- : will be handled by the Colton com- 
leading g jattempt to cater to the feminine blonde and tropic-skin brunette. powder shades, the _ illustrations pany'’s Boston office with Dwight 
grew Jergens Company launches | desire for individualized cosmetics, The new “color controlled” give a more faithful reproduction) W. ‘Norris as account executive 
4rst national advertising for its new 


jine in April issues of 11 maga- 
zines 

Featured in the campaign will be 
Ajix, Parisian designer, who is pre- 
ented as having cooperated with | 


John H. Woodbury, Inc., has intro- 
duced “color controlled” face pow- 
der in shades suited to each of the 
five basic skin types. Full-page 


|copy featuring the new appeal ap- 


an 


shades have been created to 
ify” each type and make it possible 
for every woman to “control” the 
reproduction of her complexion in 
make-up. Copy urges, “Discover 


“glor- 


of the color of the skin than of the 
features of the stars. 
Copy in two and three 
full-page space will 
American Weekly, 


colors in 
appear 


McCall's, Mod- 


in The | 


Grants WKBH More Power 

The FCC has granted WKBH, La 
Crosse, Wis., permission to increase 
its power from 1,000 to 5,000 watts. 


jergens in the creation of powder 
shades to be used by women of five 
jifferent skin-types as part of their 
omplete costume. The _ fashion 
note, “Styled by Alix of Paris,” ap- 
years in every advertisement, and 
the same phrase is repeated on the 
package. 

Illustrations for the four color, 
full page copy will employ fashion 
mannequins and a photograph com- 
e bining the faces of three models— 
. plonde, brunette and red-head—is 
k used on the package as well as in 
i. the copy. The same art work, by 
n. Horst, Vogue photographer, appears 
38 m the label for Jergens face cream. 
st One insertion features a single 
model, strikingly gowned, with the 


n headline, “Alix designed her 
0. & clothes, now Alix designs her com- 
r plexion too.” Copy continues to | 
y say that “the great fashion genius 
id has turned her hand to face powder 
As . she has created five glamorous 


re powder shades to match and glorify 
e. the five basic skin types.” 
Enlarges Line 

Jergens introduced the face powder | 
ind face cream in 1940 as com- 
panion products to its hand lotion. 
The new line has been sold only in | 
| ten-cent sizes in syndicate stores 


el 
ae 


“ up to the present. According to 
ne Lennen & Mitchell, the agency, 
creation of the face powder and its | 
promotion as a “fashion accessory” | 
followed a survey which revealed 
a tendency on the part of women 
}to regard the correct shade of 
a ' powder as a part of their costume. 
se: The shape, size and form of the 
4] powder box were also the result of 
1r- i survey. 
je- John H. Woodbury, Inc., an af- 
filiated company whose advertising | 
eSS is handled by the same agency, is 
ind promoting its face powder with a 
~ampaign similar to the Jergens | 
promotion in that the powder is 
s offered in “color-controlled” shades | 
ew for the different skin-types as epi- 
na- tomized by five motion picture 
on ictresses. 


OH, NO. YOU CAN’T KID ME! 


| No Sir! I've been buying engravings for years and I’ve learned—after a couple of 
| sad experiences—that saving a few nickels almost always wastes dollars . . . Look at 
itsthis way. What is an engraving? Technically it’s a few inches of etched copper or 
| zinc. Sure. But we figure them as opportunities to transmit an idea or to visually sample 
a product to hundreds of thousands of potential buyers... You pay a lot of money 
for that opportunity in white space, and add some more in art, photography and 
typography. The best reproductions by photo-engravings that you can get are just 
insurance that what you put into space and how to fill it are going to pay the most 
in dividends ... Surveys tell us that poor illustrations cut 


On the Jergens schedule are Cos- 
mopolitan, Glamour, Good House- 
keeping, Harper’s Bazaar, Ladies’ 


WTFSE 
USERS 


{OTOTYPE 


* you use planograph or offset, 
p E will save you typeset- 
"9 or art work on any job. The 
=iboard letters fit into special com- | 


“reader effectiveness” as 
much as 25%. Why take a chance? If you buy two million readers, why cut them to 
a million and a half trying to save a few dollars on engraving costs. That's not even 
good arithmetic! ... We've found that Rogers has all that we need/or want. Depend- 
ability —in workmanship; in understanding our problems; in cooperation and in deliver- 
ing the most in value for our dollars — which, of course, is the true yardstick of cost. 


Rocers ENGRAVING COMPANY 


Adolph F. Buechele, President 
MASTER-CRAFTSMEN OF PHOTO-ENGRAVING 
2001 CALUMET AVENUE e« Phone: CALumet 4137 ¢* CHICAGO, 


ming stick. Automatically aligned 

teady for instant use on layout. 
tay. no experience needed. The | 
“st is pennies-not dollars. 
OTOTYPE kits come in more than | | 
“type styles and sizes. Write today 
* free free illustrated catalog. 

This entire 


ad set with Fotetype. 
THE FOTOTYPE COMPANY 
3 W. Washington CHICAGO 


ILLINOIS 
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Crosley Launches 
Refrigerator Drive 
with Dealer Stunt 


Cincinnati, Jan. 16.—A novel plan 
has been put into effect by the 
major stores division of the sales 
department of the Crosley Corpora- 
tion to arouse dealer interest in its 
1941 refrigerator line as well as to 
increase its outlets. It was launched 
when Western Union Telegraph 
boys appeared in the offices of 
hundreds of appliance dealers 
throughout the country, delivering 
to the dealer a fishing rod and reel 
with a telegram attached to the 
line reading: “A wise merchandiser 
like yourself isn’t going to be satis- 
fied with ‘just fishing’ for profits 
in your refrigerator department in 
1941. You won’t have to! P. S— 
You'll be wise to ‘hold everything’ 
until you hear the story Crosley 
has for you!” 

Next day a small bag of flour was 
delivered to the dealer with a tele- 
gram telling the dealer that a 


Crosley franchise would assure him | 


“plenty of dough.” On succeeding 
days there were delivered a sack of 
sugar with a telegram about a 
“sugar-sweet deal”; a metal cash 


box and a message talking about | 


“plenty of money in your refriger- 
ator department cash-box,” and, 
finally, a box of dates accompanied | 
by a message saying “we'll want a | 
date with you soon, etc.” 

At the same time Crosley distrib- 
|utors were holding the first show- 
ings of the 1941 refrigerator line 
|for the dealers in their territories. 
This is the third step in a three- 
point program which began with a 
national convention in Cincinnati | 
in December followed by = sales | 
ischools for distributors’ wholesale | 
salesmen held in key cities through- 
out the country. 


Murphy Advanced 

The Bruce Publishing Company, 
Milwaukee, publisher of American | 
School Board Journal, Catholic 


New RCA Radio 
Model Rides in 
on the “5:15” 


Camden, N. J., Jan. 16. — The 
famous “5:15 train” of nostalgic 
legend is being used by the RCA 


Mfg. Company to introduce a new | 
Radiola model 515 in a novel way | 


calculated to build up the interest 
of distributors and service dealers 
on the receiving end of the promo- 
tion material. 


First, distributors receive a toy | 
train accompanied by a tiny ban- | 


ner reading “Here comes the 5:15.” 
A few days later they receive a 
special phonograph record which, 
with appropriate railroad sound ef- 


School Journal, Industrial Arts and | fects, urges the distributor to “get | 


Vocational Education and Hospital | 
Progress, has appointed Eugene E. | 


Murphy, with the company since |\to arrive the same day as a letter 


| 1928, as advertising manager. His | 
office will continue to be at 66 E. | 
South Water street, Chicago. 


R. L. Thompson Moves 


Robert L. Thompson, director of | 
advertising for the North Carolina 
State Department of Conservation, 
|has resigned to accept a_ position 
|with the Asheville 
Commerce and _ Western 
Carolina, Inc. | 


aboard” the 5:15. Then come 
actual samples of the receiver timed 


telling of the effective sales promo- 


tion aids prepared for it. 


John C. Marden, Radiola sales | 


manager, credits the “teaser’’ pro- 
motion with the drive’s success. 


Chatham Names Hackett 


Chatham Mfg. Company, Elkin, 
Chamber of | N. C., has appointed M. H. Hackett, 
North |New York, to direct advertising of 


its blankets. 


CONTENT 
The | Journal pub- 


lishes all the 


all the world the same 
day it happens. 


ADVERTISERS 
The Daily Journal is 


first in local, 


and total advertising, 
first 11 months of 1940. 


(Figures from Media Records) 


A good newspaper brings its readers a 
vivid picture of events. . . brings its adver- 
tisers a clear picture of its place in the com- 
munity. The Journal is a good newspaper. 


news of 


Daily Journal has the la 


general 


The JOURNAL 
Folland Aiflencen 


Hawwspoper 


PORTLAND, OREGON 


REYNOLDS -FITZGERALD, Inc.—National Representatives 
New York, Chicage, Philadelphia, Detroit, San Franciece, Lee Angeles, Seattle 
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Vincent Richards, the veteran tennis star who now manages th, 
sporting goods dept. of Dunlop Tire & Rubber Corp., picked up $37 
by attending the broadcast of Feen-a-Mint’s “Double or Nothing” 
show. As one of the quizzees, his questions were about Japan. Having 
visited the Orient as a racquet-wielding barnstormer, he knew al] the 
answers and pocketed the cash... 

The Art Directors Club’s 20th anniversary exhibition of “playtime 
work” which is now showing in Gotham, includes work by Gordon 
Aymar, Compton Advertising; Rene Clarke and Walter Geoghegan, 
Calkins & Holden; Ralph Whitney, Cosmopolitan; Hugh I. Connet, 
Federal Advertising Agency; Frank Hoctor, Kelly, Nason; William 
McNabb, Campbell-Ewald Co.; Ralph Mutter, Marschalk & Prat. 
John Hepburn Tinker and Robert T. Stewart, McCann-Erickson; anq 
Deane Uptegrove, Alley & Richards Co... 

The first birth of 1941 in Chattanooga, Tenn., was a set of twins 
a boy and a girl born to Mr. and Mrs. Kenneth A. Durham. Ker ;: 
v.p. in charge of sales and adv. of Davenport Hosiery Mills. With the 
modesty befitting an adman, he refused a newspaper photographe,’ 
request to be pictured with his progeny... 

Hal Douglas made an unusual change of jobs recently when he quit 
as business manager of the Northwest Arkansas Times, Fayettevi!|; 
He’s now a G-man with the Federal Bureau of Investigation. . . 

Albert D. Lasker, board chairman of Lord & Thomas, headed 1)« 
U. S. Shipping Board during the World War, and has gone on record 
with the Navy Dept. as “unreservedly” in favor of the “lend-lease” 
defense bill now pending before Congress. . . 

Edwin H. Land, 3l-year old president of Polaroid Corp., was jn- 
cluded in a list of the 10 outstanding young men of 1940. The selec- 
tion was made by Future, official publication of the U. S. Junio: 
Chamber of Commerce. . . 

After successfully dodging cars in Chicago for a long period, Frank 
M. Brewer, Western manager of Popular Science Monthly, went to 
Cleveland on a business trip and ended up in St. Vincent’s Hospital 
with a compound fracture of the leg. He is the brother of Thurlow 
Brewer, who occupies a corresponding post on The New Yorker. 

Associates of J. W. Gardner, chairman of the executive committee 
of the board of directors of the Gardner-Denver Company, Quincy, 
Ill., presented him with a tiny, gold, diamond-set model of a steam 
governor for his watch chain recently in token of his 60 years’ service 
with the company founded by his father in 1854. . . 

R. H. G. Mathews, a member of the Chicago advertising staff ot 
Farm Journal and Farmer’s Wife, has just been advanced from 
lieutenant commander to commander by the Navy Selection Board 
He has been active in Naval Reserve activities in the Chicago dis- 
trict as a member of the communications division. . . 

Walter D. Fuller, pres. of the National Association of Manufac- 
turers and pres. of the Curtis Publishing Company, Philadelphia, 
was awarded the annual gold medal of achievement by the Poor 
Richard Club, Philadelphia, at its 30th annual banquet Jan 17... 

When the new New York City midtown airlines terminal was dedi- 
cated with a radio program including two-way conversations with 
planes in flight in this country and in South America, one of the 
plane riders heard on the air was Emil Brisacher, head of the San 
Francisco agency. He voiced his comments from a plane flying ove: 
that city. .. 

When tenor Lanny Ross appeared as guest artist on a recent 
Mennen broadcast, the inimitable Col. Lemuel Q. Stoopnagle quickly 
organized the Mennen Music Maulers Quintet. In addition to the 
colonel and the aforementioned Lanny Ross, the horrendous noise was 
supplied by Sem Dieterich, v.p. and merchandising mgr. for Mennen, 
John Miller, Mennen adv. mgr., and Alan Reed, Mennen announcer. 

Dorothy Sara, graphologist and member of the American Grapho- 
logical Society, is vigorously pursuing a “one-man” campaign against 
the National Association of Broadcasters. Object: graphology on the 
air. It seems the networks don’t look with favor on handwriting 
analyses, and neither does the NAB code committee. Miss Sara has 
induced the Graphological Society to form a committee of three to 
act as adviser on such programs. . . 

Covering the air races in Miami with its own staff man proved 
easier than one might expect for the Topeka Daily Capital. Ray 
Senate, circulation manager of Capper’s Weekly, sister publication 
to the Capital, acted as navigator for LeRoy Johnson, entered in the 
All-American Cross-Country Race, and supplied daily reports of the 
festivities. . . 

Art Meyerhoff, head of Arthur Meyerhoff & Co,, Chicago, is cur- 
rently spicing his discussions with his agency statt with words of 
wisdom anent the business of raising and selling stock. Something 
of a newcomer to the farming business, he’s discovering all over 
again that there are tricks to every trade. . . 

The boys in the advertising department of International Harveste: 
Company probably have more fun than any similar gang in the 
United States. Reason: Their copy sticks, whether or not the third 
vice-president’s wife’s ninth cousin likes it. Much of the credit for 
this state of affairs is alloted to F. W. Heiskell, who retired a couple 
of years ago after 25 years as advertising manager. When the wolves 
began to howl, the president of IHC used to remind them tactfully 
that after all, the company paid Mr. Heiskell a good salary to run 
the advertising department. . . Incidentally, Mr. Heiskell is reported 
to be enjoying life on his spacious grounds near Chicago, being one 
fellow who has mental resources not connected with business. . . 

Tom Verschuur, one of Munsey’s demon salesmen in Chicago, 's 
indulging in some extra-curricular activities. He is making a round 
of the newsstands to see what kind of display the Munsey mags «re 
getting in the new flat size. Results are reported as eminently satis- 
factory. . . 

Harlow Roberts surprised his friends last week by confiding that 
he relinquished his job as time buyer for Blackett-Sample-Humme't, 
Inc., a couple of months ago. He has been engaged in a special s- 
signment for the agency since. . . J. Edward Long, who conducted ‘1's 
own agency in Chicago for many years, also turned up in a ne 
role—account executive for Reincke-Ellis-Younggreen & Finn. . 

R. A. Brewer, v.p. of MacManus, John & Adams, who is acct. exec 
on the Dow Chemical Company account, is visiting the client’s Great 
Western Division at San Francisco with the idea of setting up a be''er 
routine of advertising procedure between client and agency. Anot 
acct. exec., H. Everett Hougen, is off to Tulsa to tell the sales ¢ '- 
vention of Dowell, Inc., all about advertising. . . 

D. E. Ralston, gen. sales mgr., and S. E. Skinner, gen. mgr., |‘ 
spreading the good word about Oldsmobile’s “most intensive sé © 
and advertising program” at a series of four regional meetings 
dealers. Both expect Olds sales to hit a new peak this year. 
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How Media Bid 
or New Favor 
Throughout 1940 


Chicago, Jan. 16.—Acceptance of 
the visualization plan long sought 
py advertisers and agitation for 
more groups provided the feature 
of 1940 in the newspaper field. On 
the magazine front, development of 
new types of space units, includ- 
ing the “pull-out insert,” helped to 
prove again that resourcefulness is 
not dead. The radio pot bubbled 


busily during the year, the battle 
over music reaching its long-de- 
ferred climax, and _ broadcasters 


having plenty of other troubles in 
the form of critical reports from 
the Federal Communications Com- 
mission. 

In the newspaper field there was 
much discussion of size and fre- 
quency discounts for national ad- 
vertising, but the pioneer group 
formed to meet this demand, dis- 
solved in 1940. It was Basic News- 
paper Group, Inc., which comprised | 
three important dailies — probably | 
too small a number to appeal to) 
agencies and advertisers. 

Test for Visualization 

The visualization idea won, 
jeast on a test basis, at the annual 
meeting of the Audit Bureau of 
Cireulations Oct. 18, when the 
newspaper division agreed to per- 
mit a committee of publishers to 


at | 


ALL SET FOR SPRINGTIME EGG FESTIVAL? 


KE HOMEAN 


TA 


BETTER LIVING, 


EXTRA DOZEN 


HELP FARMER EGG PRODUCERS / 


This store poster is one of the promotional aids to be put behind the “Springtime 


Egg Festival," 


which takes place during the weeks of March 6 and May | under 


the auspices of the International Baby Chick Association, Kansas City, Mo. 


‘ing Company. 
|} begin publication of Modern Indus- 
itry in February. 


wave of mergers which have 
marked recent years. Several new 
dailies were projected into the pic- 
ture, with PM, of non-advertising 
fame, attracting the most attention. 
| Magazines Make Progress 
Philco Corporation startled ad- 
|vertisers and publishers alike with 
a pull-out insert in Collier’s in 
March. American Magazine and 
American Home appeared in Sep- 
‘tember with makeup so revolution- 
ary that much discussion resulted. 
American Home eliminated all edi- 
‘torial jumps, with better resulting 
distribution of advertising. In its 
initial 132-page issue embracing 
'this plan, only 16 pages did not 
face or contain advertising units. 
American Magazine’s contribu- 
tion was five new types of adver- 


| tember, 


was to become even more peripa- 
tetic, it was announced in Sep- 
the frequencies of 777 sta- 
tions being changed effective March 
29, 1941. More trouble brewed in 
September when American Federa- 
tion of Radio Artists threatened to 
call a strike in a wage dispute in- 
volving sustaining programs. This 
was ultimately settled by media- 
tion. 

From these ills radio took time 
out Nov. 26 to celebrate the 20th 
"anniversary of the birth of the in- 
dustry. 


A few new enterprises were pro- 
jected in the business paper field, 
that attracting the most attention 
being Magazines of Industry, Inc., 
formed by Eldridge Haynes, for- 
/merly with McGraw-Hill Publish- 
Mr. Haynes will |; 


| Hires Addresses Copy 


to Philadelphia Dealers 

After renouncing jobber distri- 
— in Philadelphia, Charles F. 

Hires Company, maker of Hires 
R-J root beer, used 200-line copy | 
by six columns in all Philadelphia 
and suburban newspapers to advise 
10,000 local dealers of its new 
direct distribution set-up, an inno- 
vation in the soft drink field. 

The announcements, which ap- | 
peared on two consecutive days, | 
advised dealers that a new fleet of | 
30 Hires trucks would begin deliv- | 
eries at once, the copy elaborating | 
on the service to be offered. 


Leyse Appoints Lucas 


E. K. Lucas, formerly advertising | 


and sales promotion manager of 
National Enameling & Stamping | 
Company, Milwaukee, has. been | 


made sales manager of the Leyse | 
Aluminum Company, Kewaunee, 
Wis. He will direct sales in the 
Aluminum Lithographed Sign Divi- | 
sion of the company as well as the | 
kitchen utensil line. 


| from 6 a. m. 
| 10 p. m. to 1 a. m. 


NAEA to Meet at 


‘French Lick March 29-31 


The annual spring convention of 
ithe Newspaper Advertising Execu- 
tives Association will be held at 
French Lick Springs, Ind., March 
29-31. 

Convention committee chairmen, 
appointed by C. E. Phillips, presi- 
dent of the association and adver- 
tising manager of Rockford News- 
papers, Rockford, Ill., are: program, 
William Ellyson, vice-president of 
the association and _ advertising 
manager, Richmond News Leader; 
newspaper exhibits, Vic Merson, 
advertising manager, Repository, 
Canton, O.; sports, Perry 
Bounty, advertising manager, Pan- 
tagraph, Bloomington, III. 


KSTP Changes Rates 


KSTP, St. Paul, has issued a new 
rate card changing the rates for 
jone-minute and  15-second = an- 
nouncements from 6 to 10 p. m. and 
for one-minute announcements 
to 6 p. m. and from 


ALMANACS! CALENDARS! 
Year Around Advertising Mediums ! 


Copy supplied for U. S. and foreign coun- 
tries—Astronomical Calculations, Weather 
Forecasts, Astrological Readings, Plant- 
ing Tables, Fishing Calendars, etc. 


HART WRIGHT COMPANY 


Clearwater, Florida (Winter Office) 


—3aanasana rans 


tising layout, including the “zig- 
|zag spread,’ ‘animated _ spread,” 
“strip spread,” “horizontal page” 
and “book-mark cover.” 
Woman's Home Companion 


explore the possibilities. The basic 
plan was explained by advertisers 

| in a resolution adopted during the 
meeting, as follows: 


“Resolved, that the advertiser di- in- 


I vision reaffirm its belief in the |Stituted an automotive department | tne tell you about a besiness man 
principle that buyers will be aided | With its March issue. 
; in more intelligent selection of The magazine field also was | 

newspapers for advertising by a Stabilized during 1940, the sole 

breakdown of distribution by coun- merger of note involving Photoplay | L ’ L ‘Il 

ties and important cities which will |@nd Movie Mirror. i ¢ wants your magazine, ¢ 

show, by percentages, the density Mayor LaGuardia waged = an 


alleged war on “lurid magazines” 
in New York and environs, but the 
counties or cities.” crusade died abruptly in August in 

The perennial question of the @ Welter of charges and counter- 
local-national rate differential charges. 
cropped up again in September,| Stockholders of Curtis Publishing 
when the annual survey of the As- |\Company met in May and set about 
sociation of National Advertisers |the task of killing long-standing 
indicated that the differential was Tumors that one or more of the 
widening. Evening newspapers Curtis papers would accept liquor 
were said to provide an exception @dvertising. This task took only 
to the rule. a few minutes. 
Late in the year, the Newspaper Chain Dies Aborning 
Representatives Association of Chi- 

The year began sensationally for 


cago came forward with a_ unit 
‘ space plan which was regarded as '® dio, When Transcontinental 
worthy of the attention of the Broadcasting System failed to make 
i Newspaper Advertising Executives its debut as scheduled. The magic 
Association. That organization is|°f the Roosevelt and Blackett 
. studying its merits. The unit space |"@mes had raised high hopes in the 
> idea would in large measure sup- hearts of broadcasters in smaller | 
cities. The President’s son was | 


e plant the old open line basis of : 
buying space. ready, but Hill Blackett changed | 
: National Newspaper Week, held | his mind, according to the his- 
f from Oct. 1 to 8, gave the dailies a |torians. His clients may also have | 
g chance to act as hosts to their local | been in on the conference which 
r readers. Results were so gratify- |dealt the lethal blow. 


ing that it will probably be an an- | The formation of Broadcast 


of the circulation in relation to the 
population by families in such 


7 


buy it. If he doesn’t, go ‘way, please. 


If he doesn’t take it, he doesn’t read it. 


If he doesn’t read it, what’s the page 


rate per thousand? 


Right now, 348,220 take Nation’s 


Business — the next three business 


. nual event. Music, Inc., as a rival to the 4 ° 
e€ Newspapers also terminated the 4merican Society of Composers, magazines together don t have that 
d Authors and Publishers was a 1939 
. project which reached maturity in 
~ 1940. The skeptics were surprised many. 
- when a large majority of broad- 
y casters actually parted company 
n with ASCAP at midnight, Dec. 31, 
4 and it is still predicted that a re- M, 
e union is scheduled. This _ possi- nth 

bility was heightened when the De- | @fte, 
is partment of Justice announced that yea 0, 

it will prosecute both parties to t af, Ith 
id ~ eo — Cr 4nd 
re the dispute for depriving the pub- | Car ‘ 
~ lic of its rightful heritage. USin ’ at; 

Frequency modulation came into Ons; 10n’s 
at its own in 1940 and experiments the “ny. 
" with television continue, despite | ap : s 0 he 
a the temporary damper put on com-| we 42ing 
te mercial development by the FCC AN, re) 
= late in March. m En b sr 
. a e i } Cn, 4 

< UHN BLAIR & COMPANY PCC Revert critica OUSines, 
at | Broadcasters received another 
er National Representatives jshock in June when the _ long- 


jawaited report of a_ special com- | 
FCC proved highly 
critical of many of the practices of 


of Radio Stations 


. |mittee of the 
ICAGO—S20 N. Michigan Ave.- Superior 8659 


F ¥ YORK—341 Madison—Murray Hill 9-6084 |the networks, with special empha- | % 

“ ™— —New Center Building—Madison 7889 |sic on contracts with affiliates. i 
Ce 4 ’ . = a ~ o = 
' BANC ce ee nt Brown Bide. Chestnut 4154 | Mutual Broadcasting System was | k 


ELES—Ch. of Com. Bidg.— Prospect 3584 "in a lie : tal | 
\ FRA NCISCO—608 Ruse Bidg—Douglas 3188 |&1VEN a clean bill of health. 
— | The 


ever-shifting radio scene | 
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Chrysler Sends 
‘Plymouth Motor 
Fair’ on Road 


Detroit, Jan. 16.—Under the ban- | 


ner of the “Plymouth Motor Fair,” 
Chrysler Corporation has organized 
the chief attractions from its New 
York World’s Fair display into an 
ultra-modern, motorized tent show 
which has set out on a cross-coun- 
try tour of the principal cities of 
the United States. 

Eight streamlined semi-trailers, 
drawn by Dodge two-and-a-half 
ton cab-over-engine tractor trucks, 
comprise the scientific caravan. On 
location two huge tents are set up, 
one to house the exhibits and an- 
other to serve as a motion picture 
theater. Modern miracles of science 
and forecasts of the future, which 


mecca for all World’s Fair visitors 


projection 


made the transportation area a 
Ss, 


are among the principal exhibits. 
Three Dimensional Movies 


One of the big streamlined trail- 
ers in the caravan is the world’s 
first portable projection booth for 
three-dimensional movies in tech- 
nicolor. The equipment is used to 
project the only three-dimensional 
picture in technicolor ever _ pro- 
duced, which was shown for the 
first time at the Chrysler Corpora- 
tion exhibit at the World’s Fair. 

Other vans carry the “big tops” 
and canvas crews, a complete Magic 
Theater, able to seat 1,000 persons 
at a time, a “Talking Plymouth” 
and all the paraphernalia of a trav- 
eling carnival. All power for mov- 
ing displays, illumination and movie | 


“veneer ete 
1170 BROADWAY, NEW YORK 


a 


‘Reps Elect Officers 


dustrial Diesel engines. 
Science exhibits 


world’s 


“Talking Plymouth” 


hood 


the screen 


and 
the winter 


communities. 
promotion. 


committees and 
local 


ilar devices. 


show. 


A. S. Babcock, of Noee, Rothen- 
burg & Jann, has been elected 
president of the Newspaper Repre- 
sentatives Association of San Fran- 
cisco. Other new officers for 1941 
are J. Rufus Doig, O’Mara & Orms- 
bee, vice-president, and L. J. Rubin, 
Gilman, Nicoll & Ruthman, secre- 


| tary-treasurer. 


+o" 


i —<—_—= 
is produced by large) 
aon Slingo YEARLY ADVERTISING LINAGE IN NATIONAL MAGAZINES 
generators driven by Chrysler in- | 1940 1939 1940 1939 
| ed a, Cpa, . b — rc — 
Pages Lines Pages Lines Pages Lines Pages Lines 
include a mo- Standard | Holland's .....-...-. 138.0 104,305 178.2 4.732 
. zi “ | American Mercury . 117.6 23,041 150.9 29,591 | Home Arts Needlecraft 39.2 26,659 54.5 7,099 
tion picture trip through the new) atlantic Monthly ... 304.1 72,364 347.6 82,717 | Household ............. 195.6 132,988 200.9 136.663 
° he 663 
Research Laboratories of Chrysler gd. CTT eT PPT TET . 101.1 43,373 97.6 41,864| Junior League ........ 114.2 72,199 123.0 77,760 
. . . : | Harpers Magazine.... 337.4 80,292 412.7 98,228 | Ladies’ Home Journal... 683.1 164,481 607.9 413.395 
Corporation in Detroit, with Lowell Macfadden Women's Group 
Thomas as narrator and guide, and Total Group... 219,070 eos 262,400| Movie Mirror....... seas 303.894 304.3 4,821 
. : aqgio Mirror..... at | %,e53 dad.s a 
an actual working model of the General x perience 339.9 145.811 349.2 5,848 
; *Ace Fiction Group.. 118.0 26,435 154.9 $4,900) crue Muperiences..... o00 gett o08.3 149,793 
biggest auto assembly | American ......... 518.3 222,350 535.9 239,003] 2re® Love & Romance eg gt as 148,195 
plant, with tiny workmen appar-| American Boy ......... 105.9 71,980 118.9 ela” ‘saaes 6 ea oe 6173 saat 
*American Forests 109.4 45,934 108.3 45,500 | Mademoiselle a Coad ete 17.3 264,829 
° . sete . . 24 . , 4 5 a0 5.2 7 _/ 
ently producing midget cars 2% | American Home........ 682.5 368,156 632.5 380,812 | Soaern Group: — vere — 118,980 
inches long in a demonstration of | American Legion....... 126.2 54,129 120.9 51,896 | ~ - 4 ” 4 56 9506 , 
: | Arts & Dec t 106.6 67.36 85.3 53,904 Modern Romances... 314.3 134,85 359.6 154,27] 
modern mass production technique. | 4.\; ety el Herr ae te'eag |. Modern Screen ....... 343.8 147,497 395.5 69.673 
i : ot ee ee ee ee ee ey «WV. ’ = - 0 > s’ N. Y. & . 3 6 0 267, 2 528.2 ‘ 
Another special feature is the | Better Homes & Gardens 549.5 347,275 477.5 301.754 | ——— oe 4.) 3 : +4 8 4 a 6 z 5.619 
which baffled | “Bi#, Seven Group...... 110.8 24,808 115.8 25,928 | bnotoplay 290 5 149,963 246.8 py. 
: : | Mame’ Elle .ccscsceceees 170.0 115,614 159.9 108,746 | spicture Play... 179-7 27°094 164.0 826 
crowds at the World’s Fair—mov-| Child Life ....... ae | 33,793 67.9 $9,119 | socconinnad Unit: =p Sint a66 
: Chris 2 ee 212.9 91,338 219.2 ; ’ oe a8 . 
ing forward or back at spoken com- | C2ristan Herald 29:8 12,783 38.4 15,168 > ange sg cade eae 8 «10t.ee 
mand, opening its own doors and | Cosmopolitan .. .. 645.8 277,052 604.5 Wallen mes 53 230,568 sees oats 
and winking a_ flirtatious |{Un"y ‘fe a ee oe es -4 hee colle. 18294 840,191 1,508.7 9: a'4ne 
olkKs oes 78.2 33,567 55. 23, , a » Com- ’ 
headlamp at pretty girls. When the | Esquire: bai echecdlibpors 603.0 410,068 619.2 ' 
three-dimensional. technicolor (N. Y. Metro, Ed.). $37.0 562,497 935.5 Ga) Pere sete e totes PBhasin 008 pica ee ie 
: me ig tate tch | Esquire (National).... 692.7 166,477 792.7 532,663 | Tete) Groep 7,185,106 10saam 
movies are shown, spectators watch | *Extension Magazine 94.7 65,157 87.6 60,240 | ee Basti ote slates %6 
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viewing lenses of polaroid. |*Grade Teacher . 176.4 27,776 185.2 .40t |ooi eee i a. |G 
The scientific caravan, complete | [jouse © Garden... oH preg et a. 330.530 | Hunting & Fishing. 183.5 78,734 197.2 ys 
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° a D eee eee eeesses o. «6,59 f «,Vé . . ~ 
other southern states during |*Motor isoating //).. || 873.0 948.7 006 | ete nn ~ ge + +e 
months. The show | National Geographic 319.3 356.4 a iis vie wee )6= 
| Nation’s Business.... 543.1 459.7 197,216 | . eset On a tae 
opened Jan. 6 at Daytona Beach. |*Nature Magazine... 57.2 67.3 24,563 Fotal Group. ROSS OSS nes 9*4,198 
oe : | Open Road for Boys 100.8 108.3 46,468 | onal Order 
Plymouth dealers tie in by spon- | ie: tice." 148.1 726 pee Comfort ..... ' .. 83.6 36,368 63.3 47,040 
: . : : ysicé Bee es ‘ 43.0 (4,400 man? » Pes ou > oo 2400 £13 . 
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A professional ad- | Suaneas Getmee Geeec.” ot ae oe By es Total Group..... me 59,258 is 7s. 965 
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He calls the dealers to | Scientific American. . aet.e 176.8 76,715 | Business Week 1,510.8 648,126 1,272.9 54,080 
. . i . Becrets ....ccee- 73.6 83.3 $5,740 | Gonier’ 1.726.8 1.174.236 167K. a 
a meeting and they form their own | «street « Smith —* bg il = go a. “Ee 
s “ : , oe aa an é UO cccces 761.0 326,462 669.2 257,103 
arrange for the — iae ohn ab —s Rytt Family Circle 732.6 314,297 630.2 270,347 
P . 3 sal . . BOUL .ccesecves ° ° ole. 35,594 “ ° 238,450 - " 202.5 29.7 929 * 
Ry tag ses og which | ephritting Group - .. 217.6 48,714 210.8 47,229 | Bore’ seers Se aoe — te 
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varied attractions are made by dis- Yachting . / 733.5 s00.8 _ Sones |The New Yorker 2,319.6 995,106 2,254.7 1,010,172 
| play advertisements up to a quarter | a a 7 390,216 7,675,861 | Nowaweok - 1 366 ‘ 38,868 seas 37 see 
page in size and through posters, | Women’s Magazine | Radio Guide ; 182.4 124,052 149.0 101.299 
banners, bumper shields and sim- | Fawcett Women's Group | Saturday Evening Post.2,796.7 — 1,901,77 2,564.5 1,743,866 
. we = ir Hollywood Tere . 318.0 133,644 339.1 142,426 | Scholastic 117.2 50,298 107.0 45.883 
Dealers also provide Motion Picture $21.9 135,188 343.4 144,429 | This Week 85.2 396,777 277.7 286,071 
displays of Plymouth cars at the | Movie Story ... . 846.6 146,157 350.2 147,096 | Time rey 2,645.7 1,092,124 2,379.7 = 1,020,911 
The general public is ad-| eee - ees ns try ts ety oo. | U. 8S. News _ 488 7 _ 990,678 $70 9 356,506 
mitted free to all performances. True Confessions 1. 839.2 142,445 317.6 133,398 | Total Group 10,961,718 9,76 2 
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Morrell Testing 
Acceptance of 
Six Meat Loaves 


Ottumwa, lIa., Jan. 16.—John 


Morrell & Co., which proudly re- 
| fers to itself as the oldest and fifth 
largest meat packer in the United 
|States, is conducting tests in vari- 
ous parts of the country on what 
it calls “a family group of six E-Z- 
Serve meat loaves in tins.” The 
| test campaign, which is using news- 
|papers, is a prelude to an active, 
/ national drive. 

| The six meat loaves are liver 
loaf, corned beef, veal loaf, pork 
jloaf, ham loaf and tongue. The 
“family” innovation represents the 
latest wrinkle—the rapidly  ex- 
panding canned meat product field. 


Henri, Hurst & McDonald, Chicago, | 


is the agency. 

T. Henry Foster, president of the 
Morrell company, declared in his 
annual report to stockholders that 
“specialty items continue to make 
important contributions to our in- 
come. We have been successful in 
developing items which have made 
meat products more attractive, 


easier to serve, and therefore, more | 


popular.” 

The company’s net profit for the 
fiscal year ending Nov. 2, 1940, was 
$1,994,905, a decline of $125,415 
from the 1939 earnings of $2,120,- 
320, despite net sales by the Ameri- 
can companies for 1940 of $99,361,- 
767, or 4 per cent above the 
$95,432,579 total for the preceding 
year. 


Five Name Lefton 


Al Paul Lefton Company, New 
York, has been appointed to direct 
the accounts of America Designs, 
Inc., American-Way home furnish- 


ings; Philadelphia Coke Company, | 


Koppers coke; Hattie Carnegie, 
Inc., New York, gowns; Pal Blade 
Company, New York, razor blades; 
and L. & H. Stern, Inc., Brooklyn, 
Zeus cigaret filter holders, in addi- 
tion to Purex pipes which Lefton 
|has previously handled. 


Nickel to Mitchell 

Edwin A. Nickel has been ap- 
|pointed advertising and sales pro- 
|motion manager of the Mitchell 
Mfg. Company, Chicago, maker of 
lamps and fluorescent fixtures. The 
company plans a _ business px 
|campaign in 1941. 


Single Feature | 


Played Up in New 
Modess Campaign > 


Milltown, N. J., Jan. 14.—Copy 
|built around a single feature of | 
Modess sanitary napkins, in strik- 
ing contrast to previous Modess | 
promotion, marks the current cam- | 
paign by Personal Products Cor- 
poration in 11 magazines. The 
campaign will be continued indefi- 
| nitely. 

| In an attempt to attract greater 
‘attention, all full-page copy is in 
four colors and features an attrac- 
jtive woman expensively gowned. 
\Instead of an extensive description 
\of various Modess attributes, as in 
previous promotion, the _ salient 
\point of all copy is the comfort 
Modess provides. A typical adver- 
tisement is headed “When comfort 
means so much” and _ continues, 
“When an extra measure of com- 
\fort is especially important, trust 
;}to the downy softness of Modess 
sanitary napkins.” 

| According to William Alexander, 
advertising manager, the campaign 
embodies an endeavor to shift from 
'a too direct appeal to a “velvet- 
| gloved” approach to the subject in 
| question. 


On the schedule are Good House- | 


|keeping, Ladies’ Home _ Journal, 
Macfadden Women’s Group, Made- 
moiselle, McCall's, True Story and 
Woman's Home Companion. Young 
|& Rubicam is the agency. 


. 
Packaging Meet April 1-4 

The Packaging Conference and 
}1lth annual Packaging Exposition 
| will be held at the Stevens Hotel, 
Chicago, April 1-4, under the spon- 
sorship of the American Manage- 
j}ment Association. 


Mosso Appoints 
| The C. A. Mosso 
Chicago, maker of Oil-O-Sol, has 
|appointed Roche, Williams & Cun- 
i'nyngham, Chicago, to handle its 
advertising. Newspapers, 
zines and business publications will 
|be used. Frank E. Duggan 
|}serve the account. 


Laboratories, 


maga- | 


will | 


Four Buy Control 
of Rollins Hosiery 


Control of Rollins Hosiery Mills 

s Moines, has been bought by 
four Des Moines men with the pur- 
chase of 30,000 shares from C. C 
Allen, Kenosha, Wis., for $210,000 
New directors, all of Des Moines, 
include Luther L. Hill, vice-presi- 
dent and general manager, lowa 
Broadcasting Company; Sam W 
Lowry, president and general man- 
ager, Lake Shore Tire and Rubber 
Company; and Morey Sostrin, pro- 
motion manager, Younkers. D. C 
Woods, also of Des Moines, is presi- 
dent of Rollins. Retiring directors 
are Fred R. Tuerk and Francis S 
Wilson, both of Chicago, and Mr 
Allen. 


Crosby to Stebbins 


Leigh Crosby, recently  vice- 
president of the Gardner Advertis- 
ing Company, St. Louis, has been 
appointed head of the creative 
department of the Barton A. Steb- 
bins Advertising Agency, Los 
Angeles. 


Cole’s Drops Century 

Cole’s, Inc., Des Moines, has re- 
signed the advertising account of 
Century Engineering Corporation, 
Cedar Rapids, maker of domestic 
oil heating equipment. 


AD TAS A) 
POSTER STAMP 


FOR—PREMIUMS, MONEY-RAIS 


ING, IDENTITY IMPACTS, SLOGAN 
EERING, GOOD -witt 


BUILDING 


TODAY—Over 1,100,000 peop'e 
ore reguiar collectors of Poster 
Stomps 


WRITE Tedaoy for complete inform 
tion, samples, Cose Histories, on? 
How You Con Use Poster Stom 


Effectively—ot low Cost No ob 
gotion 


MID-STATES 


GUMMED PAPER CO. 


2518 S. DAMEN AVENUE. CHICAGO 


GIBBONS KNOWS CANADA 


J. J. GIBBONS LIMITED - 
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| acquire a pewter plate dating f from |Spanish monastery, dating from 


Fifth Floor: Monasteries, {the 18th century for a few dolar, the 12th century, "and an enaish |RUU SPONSOFS 


manorhouse, dating from the 16th 


|painting by Van Dyke from the/| will be on display. If these build- Record Campaign 


S Earl of Northbrook’s castle or aj/ings are ‘chased and _ recon- 
Castles, Antiques, rc | gold “~ ~ attributed > Cellini. pol sae ae be the preset for Water Heaters 


Since that time, several hundred} buildings in this country. | New York, Jan. 15.—Ruud Mfg. 

° presented similar exhibits. |persons have written to Gimbel’s The total cost of the monastery Company has doubled its appro- 

Hearst Art Collection Since there had been much talk |@nd Saks, asking that the “pewter )|to Mr. Hearst was in the neighbor-/|priation for the next six months 
Goes on Sale at N. Y. of the imminent liquidation of his | Plate” be reserved for them. hood of $400,000, since a road had|over 1940, and plans the largest 
‘ b | St vast collection by Mr. Hearst,|_ The fact that the various pieces | to be built out of Segovia in order | magazine campaign ever used for 
Gimbe ore executives of the department store |in the collection will be placed on|to transport it in crates from its|an automatic gas water heater, it 
onceive > ide: ; igantic | display in a department store in-| original site, and a branch line was] was reve; as any 

By JUDITH CORTADA conceived the idea of a gigantic | pia) } § S|was revealed to 400 gas company 


sale and offered to sponsor the ven-| Stead of an art gallery does not|then constructed to the main line 
New York, Jan. 16.—When the ture if the various items could be|™mean that the sale will be carried |of the railroad. On the arrival 
jevator operators at Gimbel priced at literal “bargain prices” | 0M in a hurly-burly atmosphere. | here of the crates, customs officials 
grothers department store call jn proportion to their value. Among | On the contrary, 34th street shop-/|refused to allow them to enter 
Fifth Floor’ on Feb. 3 they will| the advantages of such a sale, they | Pers who stop in at Gimbel’s fifth | because of the straw in which they | schedule are American Home, Bet- 
pen the doors for their passengers pointed out, were the opportunity floor may well experience the feel- | were packed and the stones in each|ter Homes & Gardens, Collier’s, 
n the most unique collection of | to place the collection before the ing that they are moving in another | crate had to be repacked at a cost | Holland’s, Life, The Saturday Eve- 
merchandise ever offered for sale | public in the most populous center | World. The entire background |of five dollars each. ning Post and Sunset. Ruud first 
py a retail establishment. — in the world, and the 80,000 square | @8ainst which the art will be dis-| Special Personnel Planned embarked on a national magazine 
From their contemplation of feet of floor space on which it could|Played has been calculated to do} drive in 1938, and efforts have been 


wsiery, fabrics and dresses in the | pe displayed. The idea was pre-|Justice to the beauty and value of | Shoppers will be allowed to expanded sharply since then. 


executives attending a sales meet- 
ing here this week. 

Color copy will be used for the 
first time this year. On the 1941 


| mundane surroundings of the other | sented as the “chance of a life-|the merchandise a og — ara ord Local newspaper space will also 
| foors, shoppers will turn to gaze | time.” jable limits, under e watentul| be used on a cooperative basis 
tual : Atmosphere to Be Right aaa ae ae ae oe a) 
, na portion of the fabulous $50,- . of numerous guards. Such|Gas utility companies find an 
. 900,000 art collection of William Tests Antique Appeal Among the items for sale will be | eens, of course, as the set of 34 | advertising tie-up with Ruud 

Randolph Hearst which will be j ey ; . entire rooms of the Elizabethan | Italian Majolica plates of the 16th profitable, because of the load- 
| ffered for sale by Gimbel’s in a pm a bs the — and Jacobean periods, and some | century, priced at $270,000, and two|pbuilding factor as well as the 
much the same manner as the con- auons, tH Gepartment store ifrom the 16th, 17th and 18th cen-|sets of tapestries, priced at $550,000 


protits from heater sales, the com- 
pany emphasized. 


released two “trial balloons,” 
according to Charles W. Helser, Jr., 
merchandising manager, in order to 
10,000 Items Shown ascertain whether there was a siz- 
able market for such merchandise 


ventional items that fill the average 
jepartment store. 


turies which Mr. Hearst bought!and $400,000, respectively, will be 
from the owners of ancient struc-| placed beyond the reach of careless Copy will be addressed to home 
tures and brought to this country.|or irreverent hands. owners and home builders, and 
|These rooms are being recon-| The salespeople on the floor will] will feature a 20-year guarantee 


) 


; Transported from the warehouse, | <i aoe nuke tae 1 ~ |structed on the floor and some | be selected to provide personne] on the rust-proof Monel tanks. 
7 where a large majority of them rs oe P or — Nn @/ objects will be placed on display | better trained for their jobs, per- | Marschalk & Pratt is the agency. 
3 have been gathering dust since eo — Cites P within them j}haps, than their fellow workers on 
7 2 : n November rimbel’s adver- , : : a desmtion 
3 , ‘chase by Mr. Hear: rill | ,. gt Rays of colored light will pour! other floors. An advertisement in . 
- nen ae a by Mi Hearst, will tised a sale of antique bronzes, and ial ry . slass , i Bs i| New York newspapers has ‘e. Shoe Account to Reiss 
b be a display of more than 10,000. - x : ~ |through stained glass windows and | New ewspapers has re-| Laird Schober C any. Phil: 
1 : in December, four days before is Seapets ay sted letters fr -ople wil ard oscnober Company, ia 
4 items, ranging in price from $3 to C) t f ti t special fixtures will shed a_ soft j que sted letters from people who delphia, maker of women’s shoes 
iristmas, a sale of an » bro- meer » | oop, on a ead 6 saat aa mp San § SnOCS, 
~ $550,000 or perhaps $1,000,000, and maiiies The ‘daa p Macs » wont is. light to bring out the spal kle of | know art and have a knowledge | pas appointed Reiss Advertising, 
4 varying in size from a tiny plate to tif d tk E one a peer ‘i 7 ; precious stones, the glitter of fragile | of tapestries, paintings, ceramics,|New York, as its agency. 
+ , Spanish castle, part of which will - ” a a “hg y — porcelain and the delicate nuances |enamels or furniture 
6 be reconstructed on the floor. The nunen ng! on “ cd hese of color in the masterpieces of The opening on Feb. 3 will be | 
“ greater part of the collection will ™°"°? eid fwd ewe : ee and | famous artists of the past Buyers’ | preceded by three previews to 
. be sold at Gimbel’s, but some would va ‘tne m ina department | footsteps will be muted by antique | which invitations will be issued to| Want to 
06 paintings will be offered at Saks- piri - _— were offered at a rea-| oriental rugs and priceless tapes-|prominent persons including col- . 
~4 Fifth Avenue. sonable price tries will cover the walls lectors and art dealers. From these 
Unprecedented as it is, the sale dong oe . ee A price tag on every object,| private showings, Gimbel’s hopes 
of the Hearst art by Gimbel’s might ho y geo on ee ae however, will serve to remind the|to get an idea of the number of ? 
~ . ivee days, an ie brocades, in- | alesne > th; . » re e 
be compared to the sale of Matcha- cluding such ns rf ai pe |beholder that he is not attending | salespeople that will be required our big 4 
r > j » five-i -ten- : . . eg “lan exhibition and that everything 
belli perfume in the five-and-ten- | nial robes and chagubles, were! age > Me aa anil 
cent stores. /on the floor, including the rug he Plans Campaign for en sometimes te us that 
Although the advertising sched- 2/8° Sold out in short order while |i. walking on, is being offered for they aren't sure that their 
s, is Uk ek bt teen Getneeninnd the cash registers rang up $18,000 | «16 In addition to the tag, every “Vitamins for Britain” advertising PAYS. They spread 
Vv as . . . . . _ oe . « « : z é 4 ' : 
, : worth of business ‘ ; I ffort t funds for the advertisements that puzzle 
j *imbel’s w . its sale ; article will carry an “authentica- | n an effort to raise Tunds [01 ; 
C a 4 will penance - sa of These sales and the public’s re-|4i5. testifving to the period to | the. purchase of 12,000,000 vitamin in front of both of us and 
" me cust art with copy in Maga- | sponse are of particular interest hich it belo - i th a 4 that |{#blets for British children, the say: “Whassamatter Pop? 
wines and local newspapers. Since nam Ghee eonedinieate @ ebeleeiens | which it belongs anc ve fact that! wor Relief Association of American Usually, such a series reminds 
| gm the sale is “news” of the first made recently by the head of a it came from the Hearst collection. Youth will launch a campaign Jan. of a group of faithful brown 
= water, radio commentators, col- store which deals exclusively it This “authentication” is signed by | 23 in three newspapers, one each in soldiers without guns, not 
7 » umnists and feature writers are } f nied x » , - 'N ithe Hammer Galleries, agents for | Ne w York, Philadelphia and Miami. mad at anything, overweight, 
expected to give it suitable pub- — norhaaaer inst As reported 'Ni the sale of the collection |The Association is an affiliate of nothing on their minds, noth- 
= icity last week's issue of ADVERTISING P \ the British-American Ambulance | ing in their knapsacks, always 
er ’ AGE, Neil Petree, president of Bar- Estimate Value at $11,000,000 |Corps, New York, which _ has | hunery, all alike, talking bar- 
C Idea of Sale Conceived ker Brothers, Los Angeles, speaking The process of pricing is now }arranged with the British Ministry gains and price price price 
‘. The » venture w: ogaq tO retailers at the American Furni- | ,, " th > wared ages i t of Health to distribute the tablets. . . « hopeful and hopeless. 
. le unique venture was initiated save Best in Chlenas, referred te going On in the warehouse and no “Vitamins for Britain” will be | Then, we olt while they read 
§ — mene oye wan Canes the current “reverence for an- until it is completed can the entire |the theme. The campaign is being our book. It TELLS things 
{r was Offered the opportunity to hold t 1s” as a “problem” and ad Pa i value of the collection be abso-| financed by private contributions, | about COPY, about our PLAN 
' in exhibit of the Hearst art. i a va sega nae ang a@vised jutely determined. One estimate |and the association hopes to extend of advertising, about our 
Other department stores through- ml iste rspuy to “swim with the set the value of the objects to be | It. Lennen & Mitchell, New York, SMALL newspaper ads for 
' — oop. Saeed hie Wl aeiaitis stez agains y red : is the agency. the E NE, for O-Cedar, 
ut the country, including Marshal) CU'TeMt instead of against it by | offered at $11,000,000. tt he EDIPHONE, for O0-Ced 
Field & Co., Chicago, and Joseph stocking some such furnishings _ Items, in broad classifications, | for — —s Bo 
val Horne Company, Pittsburgh, have News Creates Prospects ‘are: arms and armor; tapestries, ‘Meyer Both in L. A. SMAL 1 poe _ - you 
= paintings, furniture, gold and _sil- Meyer Both Company has opened Want to orm wo . 
ve Further evidence of a desire art pee r; art objects, pottery, china and Ge = in — Sa F ag _the ’ : 
b- yurchase objects with historical! glassware: buildin and parts evelopment 0 eyer Both Con- M DN 
-~ 8x10 10 | ee was seen i the i. . t " a : ts. sumer-Acceptance Reports on Cali- OREN ARBOGUST 
7 re cae iat ; eal ™ 900ks, autographs and manuscripts; |fornia merchandise ADVERTISING 
In lots of 100 or more response res news ro lcon which | stained ae ee llaneous ree Thirty N. Michigan Ave. 
se actual photos in your catalogs, portfolios, direct /accompanied the original announce- | ings, jewelry anc precious stones, | ” CHICAGO 
don wl photo eS ~ t. | ment of the sale. In order to give|flags, banners and misce llaneous | Legion” Adds Fey yl | th 
ation sup y any ume low prices, | : e , ’ 
re Photo post cards I'¢ in lots of 1000 an idea of the breadth of the collec-| wearing apparel; and rugs, mats| p rower 4 7 peangd be . 
Windew Displeys—Enlargements—Transperencies : ; : : Photoplay and The New Yorker, 
of Commercial Photo, 41 W. 45th St. N.Y. c. | Hon, front page stories said that / and carpets has joined the advertising sales 
the “modest collector might; In addition, huge photos of a 


staff of American Legion Magazine. 


Wea UU 


0 Watts is Now Pounding into America’s rd Market fia: wasTinedons : 
the NBC-RED Network Station in Philadelphia: KYW (itmecfnennRenennn 
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Clark Goes to 
‘Good House’; 
Drake Moves Up 


New York, Jan. 15.—Harold F. 


Clark, for the past 14 years a mem- 
ber of the Macfadden organization, 
promotion 


this week resigned as 


Harold Clark 


manager of True Story to assume}which has been shown throughout 


Herb Drake 


the same post with Good House-|\the country. 
He is succeeded by Her- 


keeping. 

bert Drake, his assistant for 

past three and a half years. 
After joining the company 


the 


1926 as assistant to Carroll Rhein- | 
strom, then promotion manager of jing used by colleges and libraries, WOW Exhibits Premiums 
True Story, Mr. Clark was succes-| will be promoted in large space in 
of that | 


sively promotion manager 


magazine, Liberty and Macfadden’'s 


‘True Story in 1934. 
Previous to his connection with 
the magazine Mr. Drake was New 


| York manager of National Sports- | 


man and Hunting & Fishing. Dur- 
ing his service with True Story he 
spent one year as a member of the 
publication’s Western sales staff. 


Book on Tobacco 
Growing Offered 
by Chesterfield 


(Picture on Page 1) 

New York, Jan. 16.—Chesterfield 
newspaper advertising took a new 
twist this week when Liggett & 
Myers Tobacco Company began of- 
fering a free booklet called ‘“To- 
baccoland, U. S. A.,” in conjunction 
with its regular testimonial copy. 

The booklet is an offshoot of the 
;commercial film of the same name 


Its 42 pages illus- 


»icessing of tobacco. 


ltrate the growing, curing and pro-| 
Included are | 7 oyis. 
‘more than 100 large photographs | with 
in and drawings. 

The booklet, which is already be- 


|Ellen Drew, Broadway ’s Carol 
| Bruce, and skating stars Mary Jane 
| Yeo and Jo Ann Dean. 


Other Chesterfield advertising 
|will be continued as usual. In- 
|cluded are two network shows, 


featuring Glenn Miller and Fred 
Waring, space in about 60 maga- 
‘zines, a national outdoor poster 
|\showing, and new point-of-sale 
‘displays. Newell-Emmett Company 
is the agency. 


Dodge Makes Army Film 

The truck division of Dodge 
Brothers Corporation, in coopera- 
ltion with the War Department, has 
|produced the first official sound 
motion picture of the U. S. army 
mechanized forces in defense 
|maneuvers. It is entitled “Army 
ion Wheels.” 


| C. H. Trapp, formerly head of 
iC. H. Trapp Advertising Agency, 
| St. Louis, has dissolved his organi- 
|zation to become affiliated with 
Anfenger Advertising Agency, St. 

Mr. Trapp was associated 

the Anfenger organization 


jo 1918 to 1926. 


4 ~ | WOW, Omaha, has built in its re- 
|more than 1,500 papers. Celebrities | ception room an exhibit of 81 prem- 
to be featured in the copy include} jums offered 


over the station 


“Help Wanted,” “Positions 
“Representatives Available,” 
cash with ord 

All other 
$4.75 per inch. 


Cldve 
Market 


The rates for this department are as follows: 
Wanted,” 
30 cents a line, minimum charge $1. 


et 


“Representatives Wanted,” ang 


Terms 


er. 
classifications (single insertion rates): % in., $2.75; 1 to 3 in. 


HELP WANTED 
Unusual opportunity for young woman 
with advertising experience 
efficient and capable of handling all 
advertising detail Knowledge lay- 
out, copy, engravings essential 


We need a young man to assist with 


in 


Women’s Group. He returned to|Hollywood’s Ann Sheridan and recent months. 
From the pencil-born idea Ah») 
to the finest hairline touch =~ 
of the engraver’s tool, ~ 
we pledge consummate care, 
imagination, craftsmanship, 
to give your ads more life, 
more warmth, more power 
in 1941. 
Use Superior’s 5-Phase Production 
Plan . . . artwork, photography, 
photo-retouching, composition, 
and engraving—all under one roof. 
For day or night service. 
phone Superior 7070. 
SUPERIOR ENGRAVING COMPANY, Chicago 


preparation of sales literature and ad 


Smart, | 
| 
| 


Box 3247, ADVERTISING AGE, Cheo | 


POSITIONS WANTED 
DAMON 
SELLS 

PYTHIAS 

We are one of the largest food anu 

facturers in the country Cone 0 
assistant advertising manage 

seasoned young advertising exe utiy, 

skilled in all phases of adver 


leopy for industrial and trade paints | Promotion and budget administ: tio, 
| we manufacture Prefer man with | Would like to make a change becaus 
| previous paint advertising experience, | his opportunities are limited hi 
|State age, qualifications, starting | Present position. He offers ten year 
|salary expected, and send samples of | Of agency experience and four vear 
lwork (which will be returned) to | on the advertiser's side of the nee 
Standard Industrial Products, Evans- | He's 4 real find for a manufacturer j 
lville, Indiana. need of an advertising manager or as 
: sistant. And, he’s good copy-contac: 
POSITIONS WANTED timber = for any agency He 4 
- on Protestant and married.. And doing 
uo ta, ale abd eda toe fine job at his present position Fo 
a progressive manufacturer Capa- lea Aga Ea QE 
ble, experienced editor will take com- a Rs en eeeee, SOS hg 
plete responsibility An opportunity | Advertising Salesman—S years ex. 
to have a creditable company paper | Perience trade paper space—C) |leg 
without the salary and overhead | Sraduate—draft exempt—expert phi 
costs of a full-time man tographer Forceful public speaker 
tox 3244, ADVERTISING AGE, Cheo, | Box 3249, ADVERTISING AGE, Che 
NEW YORK writer, young woman, | 8EST COAST—Advtg. Copy & Art 
moving to Chicago. Specialties: pub- | Broad agency, publishing, printing 
licity, radio script and commercial | P@cksround., Advtg. mer., convincing 
writing. East, Middlewest experience, | Writer, practical artist-director, Ger 
Available Chicago interviews after | @’@l, industrial and direct) mail ex 
February % steps atone Welcomes responsibility 
Box 3241, ADVERTISING AGE, N. Y, | 8Uarantees to make good. Highly re 
Advertising and Sales Manager with commenced. Sis) Arcade Bite.. Beatth 
a thorough knowledge of advertising | Production man, 10 years experience 
merchandising and the selection and | Pour years on last job, complet 
developing of producing salesmen. A charge agency art and productior 
legitimate, long-time connection is ge 32, married. Anywhere 
desired by a high type, seasoned man Box $245, ADVERTISING AGE, N, ¥ 
who has the ability judgment and : = 
te to do a big job for an estab- | MISCELLANEOUS 
ished concern ready to. elai e . ' ™ 
| business they should have pe Pe. SAIRDSET ADS OUTPL LL PUB. 
Box 3246, ADVERTISING AGE, Chgo. | ‘Isher set_ads by 25%, & year check 
——— = : proves. Type ruler with your first 
JR, ACOT, EXEC, in 44 agency wants | order. Clean proofs fast day and night 


new connection—like to assist in 
| agency new business work if possible, 


}; request 


Can handle any agency job ex. art, 
but prefer planning or contact work, 
asst. to exec., or can take complete 
che few smaller aeccts If worth 
$4200 to vou, write for full info 27, 
j} def. draft, gentile, unusual experi- 
fence 

| Box 3242, ADVERTISING AGE, Chego. | 


BAIRD, 19 Kb. Kinzie, WHI. 4347, Chee 
aes - POST CARDS 
PHOTUGHAPHIC POST CARDS 
An economical means of using actu 
photographs to favorably disp 
your products. Samples and price 
Grove Photo Service, Lafa 


ette, Indiana 


Trade Commission 
Encounters Squall 
in Appeals Court 


(Continued from Page 1) 


makes metal self lubricating,’ also 
“performs amazing feats of lubri- 
cation.” 


Just Trade Puffing 


Anent this phraseology, the court 
commented: 

“The petitioner's representation 
that its product will enable a motor 
car to operate an ‘amazing’ distance 
without oil and that it is a ‘perfect’ 


lubricant evidently is some exag- 
geration. To what extent, however, 
it is difficult to say. What might 
be an amazing distance to one per- 
son might cause no surprise to 
another. So far as we know, there 
is nothing perfect in this world, but 
still it is a common term, which 
undoubtedly means nothing more 


than that the product is good or of 
high quality. We can conceive of 
situations where the use of such 
words might be deceptive and even 
fraudulent. 

“As used by the petitioner, how- 
ever, we are of the opinion that 
they are nothing more than a form 
of ‘puffing’ not calculated to 
ceive.” 

The court also remarked that the 
Commission's findings that the 
petition’s product produces no 
beneficial result under “boundary” 
conditions of lubrication without 
substantial support 

“The record convincingly 
closes to the contrary,” it 
“There is a difference of 
to the extent of such 
Paragraphs 1 and 5 of 


de- 


Is 


dis- 
said 
opinion 
benefits 
the 
In contro- 
and 4 
supported 
order is 


as 


cease 


and desist order are not 
versy. 
not 

cease 


Paragraphs 2, 3 
substantially 
and desist 


are 
The 
modified 


to require the petitioner to cea 
and desist only representation 
concerning Koatsal’s when used 


a lubricant in a motor under ‘ful 
film’ conditions.” 
Willys in “Drive 
Yourself” Contest 

Willys - Overland Motors. wi 


shortly announce a national “drive- 


yourself economy contest’ using 
small, but consistent insertions in 
about 300 newspapers, with spo! 


radio likely to be added later. 

Copy will tie in with the annua! 
Gilmore economy stock car event 
in which Willys Americars placed 
first, second and fourth on a miles- 
per-gallon basis. It will invite mo- 
torists to “come into the showroon 
and see how far you can drive 0! 
a measured gallon of gas.” United 
States Advertising Corporation 
the agency. 


BUSINESS IN 
WASHINGTON? 


After a day full of Washing. 
ton conferences, you'll 
doubly enjoy the modern 
luxury of the Hotel Raleigh 
The restful comfort of your 
room. The long -remem 
bered excellence of the food 
And the gaiety of the Pall 
Mall Room, the capital’: 
smartest dinner and supper 
rendezvous. Yet so econom 
ical. Rooms from $3.50. 


C. C. SCHIFFELER, Gen. Mer. 


HOTE 


PENNSYLVANIA AVENUE AND 


12rs ST. N.W., wasn. p.¢. 
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a nenteeneeecemnsen anneennene —_—— ——— ——— - a nena — a _— ee ee . a 
= 
JANUARY ADVERTISING LINAGE IN FARM PAPERS Charles M Bryan on him by Adolf Hitler, and who 
e ‘ was publisher of the Cincinnati 
Commercial Display Poultry and Commercial Display Poultry and : ce ie — = ‘ 
Including Poultry and Livestock | Including Poultry and Livestock A Hea in he igi: agi ge > gp 
— —Livestock— —-Display— Livestock Display—~ . es av . re ac , rhe 
1941 —1940 1941 1940 1941 1940 1941 1340 today. He retired last July when 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lines Dies in Florida his newspaper was lifted from 
_—— }aUtah Farmer 8.1 6,137 13.7 10,355 9238124 receivership by A. Guise and asso- 
poult ribune | - : ca ; ; Sapte into » te m as 
Eastern Edition... 47.9 i2 $80 | Re Group $3,666 83.644 ay % New York, Jan. 15.—Charles M. ciates. It now po known as the 
Central Edition... 31.8 7,973 | Bi-Weeklies—December (Two issues unless otherwise noted) eae a aes he New 9 « Cincinnati Free ress. 
Western Edition..... 23.5 3,976 | Pacific Rural Press beh : Bryan, manager of the ew York ris 
t E coe ene A ‘ soo See Sf oa. ae > sitic 13 4 309 24 ‘ + 363 : 4, 18S | office of General Outdoor Advertis- 
EERO a sccscce @ 4,200 0 8,873 3,077 Southern u on 9.2 oo 6 8.569 i$ i6 - 
fe an Poultry Journal | Arizona Farmer 15.8 11,979 12.8 +092 ;/ing Company, died yesterday at J. A. GILRAY 
Eas “ a ne 40 : +. +4 =: : a8 11,675 | : ety S — - i +. 661 > 0 \4 50 o4 - West Palm Beach, Fla. He was 43 Fort Lauderdale, Fla., Jan. 13. <= 
Cen af oO cocose OF ,oBt - ) =~,00% Pe | aiaces ney d . uf . - 8 wt , - . . > , p ; j 
Western Edition . 19.2 8.248 18.6 8,000 815 | Ameri ane Agriculturist 14.0 10 19 14,00 1.44 years old, and had bee n with GOA J. A, Gilray, veteran automotive 
- ag nn pasts? Soe ates bao Saba rh hemes a ition ’ 9,877 17.3 12.504 since its formation in 1925. salesman and sales promotion man- 
Cour re e é ees @ ‘ O,a4 ~ », e v9 at ere ws o ~.' belie bd nd . ot sac ¢ . > +? : ‘ 
progressive Farmer | {Rural New Yorker 12.5 9,788 16.2 12,700 ! 1,18 He was a member of the third ager of the Packard Motor Com- 
Ca l a L arroretg hp Lowtey Ly 3 — Py bey | ea — on 1: 6 ” 1 4 a . + = | + generation of his family to engage pany until his retirement in 1936, 
Georgia-Al rditio ; ‘ d.5 224 TH 7 d ‘rage 2ditions | 1795 213 ' #11 -_ aide all i ’ “a “Shel 
Kentucky-Tenn. Ed’n. 18.4 13.408 17.9 12,996 247 818 W ashington Farmer 12.49 9.773 13 10,189 in outdeo: ad\v C rtising. His family died here Jan. 9. 
Mississippi Edition 19.7 14,356 19.1 13,870 628 1,305] Oregon Farmer Ie ‘ae 13 9,959 at one time operated the Charles F. — 
Texas Edition 19.0 13,824 18.7 13,612 $21 1,315 | Dakota Farmer 11 9, 0€ 9.4 7,255 dae a ee , a Be 4 
A Editions aed 15.8 11.49 15.6 11,330 $83 ya8 | Idaho Farmet 11 8.814 10.9 8,225 Bryan C ompany, W hich was later FRANKLIN P SHUMWAY 
sAverage 5 Editions. 19.4 14,153 18.9 13,758 737 994 | ‘Pennsylvania Farmer. 11 8.808 16.5 12,704 ‘ merged with the Cusack Company : 
Fal . Rancl 18.6 14.052 2 1¢ 16 m Michigan Farmer 11 S588 94 7 954 s , a2 slerun ass ¢ 3.—Fr: “oa 
a deena Fase 8 4 1.4 1,44 aad og es 69 8354 122 $40 .e6 -;;,and in turn was combined with _ Melrose, Mass., Jan. 13.—Frank 
” irden teau 10.4 13.699 392 9 14,819 2.09 2 371 ‘Prairie Farmer other concerns to form GOA. lin I . Shumway, 84, head of the 
Southern Plante : 7.3 »529 20.6 1 } ’ 916 Ill. & Ind. Edition 1 8,104 18 13,297 s "4 ~ ae . ; ¢ “Yy ari ; : > 
ee Sebeaas ae re — oi ae | siriecondin. Autioulteriet 16 $100 12 982 Following naval service in the Boston agency bearing his name, 
Farmer's Wife ...... 28.1 12,481 29.4 12,608 1,459 1,867 | ‘New England World War, Mr. Bryan joined died at his home here recently. In 
Capper’s F% er. 7 6 - 68° 8 ine omestead 10.4 7.454 15 11,10 1,5 * ; . deca Z 3 sareer p 
- essful Fat aie 25 ; 3 5 3 3 r 3 rt : oH : gaz | ' Kenens Parnes 8.6 6,56 i) ; Sao 92s 1 0 Cusack in 1919. He later managed addition 0 his long anaee m te 
Southern Agriculturist, 12.4 8.710 11 7.9234 67 514 Missouri Ruralist 7.4 660 104 ‘ 7 GOA branches in Youngtown, In- adv ertising field Mr. Shumway was 
Californi¢ ‘itrograph 8 . 4 7 ont Indiana Farmer's Guide 7.1 44 7.0 45 ae : : . ors > YMC 
fy lla lll ae le 64 ees pre eee ae L dianapolis and Pittsburgh, taking |OM€ Of the founders of the YMCA. 
‘Florida Granger 9.2 6,268 5.9 986 Total Group 208,407 247,659 16,380 1.767) charge of the New York office in ey 
Breeders Gazette 13.4 6.024 15.7 7,049 1.44 1.774 Weeklies—December (Four issues unless otherwise noted) 1935 | JOHN B. VAN HORN 
Ohio Farm Bureau *Washington Grange JOO. 
News . 11.5 189 12.1 16 $0 s0| News e ; 12.6 13.704 1 S14 He underwent an operation last} Springfield, Mass., Jan. 13.—John 
J S y ‘ ' ns oe ‘ 61 vs eek y sas C Star y 4 "eEsS] < 
ae Sere ‘-e tank suk ce : ol oe imo 66 $6 . 4 ” October, and had not worked since.|B. Van Horn, president and gen- 
Carolina Co-Operator 9.3 920 10.3 4.340 "* | *Capper's Weekly 1 4.89 4 Ss ‘ it Recently, he went to Florida to|eral manager of the Holyoke Card 
; estock Semi-Weekly Fi News eee : re aR 
— s ame ta tities ; ‘ the io : sas continue his convalescence, only to|and Paper Company, died Saturday 
rod . heal , 93t 20 £0 ae . sah oan fee - ‘ . = . | * : . . ~ 
‘Electricity on the __ tTuesday Edition 11 ti 11 48 ‘ be stricken fatally. Survivors in-|at his home in Suffield, Conn. He 
ae te ‘¢ So oc. ou —— 17s 1.989 , clude his widow and two children. | was a director of the Crocker-Mc- 
w acaate wt P Elwain Paper Company and_ the 
Total Group .. 316,419 22,023 72,297 79,504 Total Group 10,560 = 1,39 Chemical Paper Company, Holyoke 
Monthlies—December *( eee " EDWARD A. MITCHELL Mass ; ; 
nana “at AO rna aoe. 
= Am Grower 18.4 600 11.6 5,233 nee aka Stockman 16.¢ f2 15 174 9: 8,6 Chicago, Jan. 13.—Edward A. | 
Arkansas Farmer .6 ? 695 14 447 | *Chicago Daily Drovers ’ ° = » pan 
Wyoming Stockman Saumnai : 14.2 30.4 11 38 741 Mitchell, a member of the adver- WINFIELD SCOTT CUSHION 
Farmer . -.9 2823 1 1.775 196 266 *Kansas City Daily t q ar > » >i ‘ ‘eo 
iz 96 366 ansas ising department of the Santa Fe ‘ a 
a _| Drovers Telegran wi0 15 061 6,758 81 —— - a Cleveland, Jan. 14. — Winfield 
Total Group ... 10,918 10.45 196 ne | St, Louie Daily Live Railroad, died in Topeka, Kan.,| . eae AER a aes ee 
iM ii } Stock Re ; - : eRe ; : ...| Scott Cushion, 57, senior associate 
Semi-Monthlies—December | Stock Report 8 0 N.9 19,020 4,478 os4 yesterday. Mr. Mitchell, who was f the W. R.C. Smith Publishi 
‘Oregon Grange Bulletin 12.0 12.076 1 1 1 a7 ee - ” : stationed in Chicago, was only 45 Pe. 1 > . oemitn ’ ubDILIS ung 
‘California Grange " 1s 0 - Company, Cleveland, died today. 
News 11.6 12,390 8.9 9,548 | oF i blist years old. He was treasurer of the He was born here June 27, 1883 
. oi See P + : “igures provided by publis i . prs -4 fas Tre « > mee 0. 
Farmer Stockman 16.0 12,100 14.3 10,778 265 | §Not included in total American Association of Railway al : ° 
Hoa Dairyma ae Whee’ 864 S00) 2.89) taal bot eee ne ee nr ee lng poe “ |He joined the Smith organization 
Mi ina Farmer 13.8 10,452 13.7 10.341 ® "ad of . ‘ ‘ e 5 gS 4 ec S. : 4 ‘ . oi . 
. A B86 120 5 issues in 1940 Jan. 6, 1908 and spent the remainder 
Mis “ Farmer 13.0 10.1 14.2 T1,1id rh 240 "2 issues in 1939 : 4 Sta = rine 3 ic pity 
Western Farm Life 10.8 8.467 10.4 BIR7 L206 1.359 5 issues in 1939 of his life in its service in this city. 


January Farm 
Monthlies Show 
Slight Losses 


Chicago, Jan. 16.—January issues 
of farm monthlies had a decrease 
of 1.8 per cent in commercial dis- 
play linage over the previous year, 
while the trend among other farm 
papers, reporting December linage, 
was mixed, an analysis of figures 
supplied by Publishers’ Informa- 
tion Bureau and by farm papers 
themselves, shows. 

January linage in monthly 
papers totaled 316,419 lines, com- 
pared with 322,023 lines in January, 
1940, a loss of 1.8 per cent. 

Semi-monthlies, reporting De- 
cember linage, showed a total of 
83,666 lines for the most, practic- 
ally unchanged from the 83,644 
lines carried in December, 1939. 
Bi-weeklies totaled 203,407 lines 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing —Mimeographing 
THE LETTER SHOP, Inc. 


40 8. Dearborn St. Wabash 8655 
CHICAGO 


in December, off 15.9 per cent from 
the previous year’s total of 247,659 
lines. 

Weeklies carried a total 32,773 
lines during December, off 19.2 per 
cent from the previous year, when 
their total was 40,560 lines. Dailies, 
with 115,786 lines for the month, 
were 6.5 per cent below December, 
1939, totals of 123,832 lines. 


Mexico Paper Adds Roto 

Novedades, Mexico City news- 
paper, has added a_rotogravure 
section devoted to articles of inter- 
est to women. The section will 
appear every Thursday. Hoy, 
Mexican weekly, will publish a 
special edition to commemorate 
the inauguration of President 
Roosevelt. Pan American Publish- 
ers Representatives, New York, 
represents the two publications in 
the United States. 


Sloan Advances Allen 

Charles C. Allen, who 
|with Sloan Valve 
cago, for the past six years, 
been appointed advertising man- 
ager, succeeding W. D. Murphy, 
who recently joined Reincke-Ellis- 
| Younggreen & Finn, Chicago, in an 
executive capacity. Mr. Allen has 
been Mr. Murphy’s assistant for the 
past four years. 
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Wehrly Heads New Market ley. 47, general 


Work at Nash-Kelvinator 


H. D. 


manager of 


Nash - 
| tor 


mi 


of 


ade 


a newly 


sOlidated 


ke 
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department 


the 
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manager 
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organization 
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H. D. Wehrly 


PAC to Open 2nd Year 


General 


ing Clinics 


av 
of “Research” 


and Dr 


enue, 


Feb. 
Speakers 


Printing Ink 


Printing 


Ink 


100 


on the 


been 


and director 


dis- 
division 


Corpora- 
tion, New York, will begin the sec- 
ond year of Printing and Advertis- 
20 at Sixth 
subject 
will be Dr. Walter S. 
Landis, American Cyanamid Com- 
pany; Elmo Roper, market analyst; | 
William F. Talbot, General 


JOSEPH D. HURLEY 
Boston, Jan. 13.—Joseph D. Hur- 
manager of the 


Boston Post, died here yesterday. 
Before he was appointed general 
manager a year ago Mr. Hurley 


publisher and plant manager for 
many years. He started work on 
the newspaper as a reporter when | 


17 years old. 


ROBERT R. KAHN 


Milwaukee, Wis. Jan. 13.—Robert ! 


kee Advertising Club, serving in 
1910, died Jan. 11. Mr. Kahn 
engaged in the advertising 
ness for many years but in 


was 
busi- 
recent 


years sold life insurance. 

PHILIP H. DAVIS | 
Cincinnati, Jan. 14.—Philip§ H. | 

| Davis, 70, founder of the P. H. 


| Davis Tailoring Company, Cincin- 


nati, died today of two self-inflicted | 

wounds. He built up a large mail | 
|order business, largely by use of | 
direct mail. 


‘FREDERICK W. ELVEN 


Cincinnati, Jan. 14.—-Frederick 
William Elven, 75, who two years 
ago declined a decoration conferred | 


He had been the senior vice-presi- 
dent of the company for more than 
30 years. At his deatn Mr. Cushion 
was representing Cotton, Southern 
Power & Industry and Southern 
Hardware in the Ohio and Pennsyl- 


,had been special assistant to the! vania territory. 


Lambert Nets $882,378 

The Lambert Company, New 
York, had a net income of $882,378 
for nine months ending Sept. 30, 
1940, instead of $82,378, as reported 
last week. The net profit for the 
quarter ending Sept. 30 was $342,- 


|R. Kahn, 62, one of the organizers | 795. 
| and first president of the Milwau- | 


LNA Sets Convention 

The Lithographers National 
Association will hold its 36th an- 
nual convention May 27-30 at the 
Greenbrier, White Sulphur Springs, 
W. Va. 


ECONOMICAL REPRODUCTIONS 
BOOKLETS * FOLDERS 
MAILING PIECES 


500 (8% x 11”) copies $2.43 
additional 100's 22c—All sizes 


. 
Free Descriptive Manual; Complete Price 
Schedules Available, Ask For Them. 


LAUREL PROCESS CO. 


480 Canal Street, N.Y.C. WaAlker 5-0526 
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SPOT SALES OFFICES 
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5 ON Sea ihe Wises . i tie 


ADVERTISING AGE 


AFA Finds Voorhis General Motors and 


ls Firm Believer 
in Advertising 


(Continued from Page 1) 


P&G Again Top 
Spenders in 1940 


THIS WEEK 


Index of Retail Activity in 
82 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 


(Continued from Page 1) | T] | | | | | ) 
Congress, “he will do so only after total was $6,010,681, while the P&G WEEK BY WEEK VARIATION SHOWN HERE ~ 
further study of the subject.” | 1939 radio figure was $8,769,135. 
+ 
Had Only One Purpose How Others Stood . 
+ 
Mr. Voorhis’ sole purpose in| Others in the first ten of maga- | +0 
offering the advertising levy was to| zine advertisers for 1940, shown 
defeat “what he believes to be tax | with their expenditures, were: +5 
evasion through the expenditure by| 2. Chrysler ........... $4,164,114| |LAST YEAR 
a few companies of large sums Of; 3. American Tobacco.. 2,998,126 -s 7 
money for advertising merely for| 4. P&G............. 2,645,921 -10 
the purpose of avoiding taxes on| 5. R. J. Reynolds...... 2,171,637 is S 
excess profits.” | 6. Lever Bros. ........ 2,135,520 “a = 
Other gleanings from Mr. Mur-| 7, General Electric..... 2,105,881 - 
phy’s report on the Voorhis visit} 8, Ford Motor Co...... 2,061,344 = 
included a statement that the Con-| 9 Bristol-Myers ...... 1.974.032 = 
- ° . ““fapale . rer . Po . y 7 - Coenen ~wae gains: a Caer — — 
gressman “feels advertising 15/10. Liggett & Myers.... 1,851,832 JANUARY FEBRUARY MARCH APRIL = MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER : 
essential to free and open competi-/| In the network radio classifica- : 
tion and that it is a useful weapon | tion, members of the “big ten” were: ‘diets tia i: 
against monopoly”; that he “will! 2. Sterling Products... $5,974,999 | 2-Week 2-Week 2-Week or ase or pore ~ 
listen with interest to any presen-| 3. General Foods ..... 5,887,349 | Period Period Period 1941 1941 Week Week % Gain pss 
tation we may wish to make re- 4. Colgate-Palmolive- IEended Ended Ended over over Ended Ended or ma 
garding our opposition to a tax on | (i Tr 4,334,222 Jan. 14,1939 Jan. 13,1940 — Jan. 11, 1941 1939 1940 Jan. 13, 1940 Jan. 1}, 1941 Loss ter 
advertising including our view-| 5. Campbell Soup Co.. 4,044,389) Akren, O. .. HE. yey ey $2 7.2 0.8 fpr coven 3.5 
j ‘ “rs j “re ; . : ae ; | Albany, N. Y 252,937 251,95 251,350 0.6 —).3 35,54! 035 6.3 
point of the dangers inherent in| 6 Liggett & Myers.... 3,356,713 | iatianta, Ga 544,152 446,215 $45,046 18.2 0.3 226,450 230,594 1.8 A 
any such proposal”; and that small| 7, Lever Bros. ........ 3,171,074 | Baltimore, Mad 702,714 716,064 737,539 +5.0 + 3.0 381,468 404.765 6.1 
business men throughout the coun-| g General Mills ...... 3,139,652 | Birmingham, Ala 390,124 445,410 169,336— + 20.3 +54 215,376 | 212,730 1.2 C 
try have commended the Voorhis| 9 Brown & Williamson 2,972,755 | Boston, Mass. 772,022 741,557 656,966 14.9 11.4 376,843 379,506 07 
proposal on the grounds that “large |/19. Am. Home Products. 2,821 739 | pameie a70 068 155 560 a0 108 - 27 “58 246°676 238,049 3 C 
- ary ston es ‘ , ; 7 hae . guffalo, N 1 . 55,560 29,196 i ”. 246,676 238,048 3 
advertisers comprise their most} Jn the tabulation beginning on| Camden, N. J. 131,867 222,187 132,571 0.5 10.3 79,320 73,412 7 
intense competition.” | Page 21, figures for the preceding | Cedar Rapids, Ia 157,290 153,328 153,678 —2.3 + 0.2 77,364 77,210 9.2 ] 
Justice Gives Viewpoint three years are shown for purposes] Charleston, W. Va 336,66 286,706 291,368 13 +1.6 144,431 151,970 2 Co 
. To aw 969 565 916,465 72,665 § 72,656 05,752 7.0 
ed ' : of comparison. It should be borne fs ae ; ye 4+ oe : sal faa 7 4 ; : i yet on kane ue en! 
¢ > > £ . . o ri au ‘ Mg 1, ’ : ro ,0 Ho, de + oO > oe OD,oas «(Hh , 20 4.4 
In addition to the denial that the | jn mind, however, that in some), 00"" 502.8 643,325 631,895 L 4.8 1.8 302,455 322,08 6 a 
Department of Justice had any | Cleveland, © oreveee a9 1. . pte p++ 
pe - ith 1 “Vv 1 a b 1 ” | cases these comparative figures may | Columbus, O 171,664 $33,896 $12,559 12 1.9 217,085 214,306 1 pre 
eo appre s : .~ ae oa : tee | not be absolutely correct, especially | Dallas, Tox 738,474 655,973 621,648 15.8 5.2 332,108 321,137 na 
high official told Mr. Murphy that) for the years 1938 and 1937, since | Davenport, Ia nn 06UetlClUCi Cs lUdielhlUh|le ee 
wa = = pr a ~ , mee nt | changes in products, changes in | cae Colo 369,417 344,001 $43,217 71 0.2 141,016 161.498 143 ing 
= os a — man? a 10N | ownership, mergers, ete., make it) pes Modines. Ia 223,599 229,207 200,810 10.2 12.4 112,747 103,011 7 oil 
~ - “my be wy at ws \ on ve extremely difficult to maintain a| petroit.” Mich 650,784 673,895 699.798 £75 +38 365,850 397.113 5 it 
he , ee a — os * statistically correct record of each | El Paso, Tex 319,242 326,900 308,542 3.4 5.6 171,500 poipte 6.7 ( 
> pr me -egar : ae Srie, Ps 69,4! 277,5 263,522 2.2 5.0 51,256 9, ; 
Pua pronouncement in regal - product advertised. This is also true| Erie, Pa 69,430 weereee are + a63, 556 149,380 1 oil 
a . sn Ban 00 ’ ate P . 7 sville nd 379.260 371.490 380,716 + 0.4 + 2.5 178,850 183,13 { 
its proposals. The official added feta ont . , “ge Evansville, In 79,2 i 2.4 an 
. : ; . | of advertising which may jointly Hall River. Mass 101.158 110,082 125,169 23.7 +13.7 62,670 57,265 8 en: 
that in all likelihood, if the Depart- | _ ear 2 ; y ; . . MB sccmace , I testa . Asta th dst ; : Th 
ont ris} dt advocate | » lente | Sponso1 two or more products. Flint, Mich. ; 304.430 300,104 315.182 4-35 +5.0 135,464 148.148 9 4 
aie — ve r eer 7 . tl ~ aeepee Fort Wayne, Ind $70,755 376,824 307,069 17.2 18.5 186,872 163,268 2.4 in 
ative proposals of importance ° Gary, Ind, oa 184,087 213,881 199,568 8.4 6.7 126,159 120,887 12 tu 
regarding advertising, “such pro- J. W. Cobb, Jr., Withdraws Grand Rapids, Mich 321,818 310,464 93,454 8.8 55 157,248 156,520 0 on 
posals would be first presented to | from Gourfain-Cobb Greenville, S.C. 187,877 223,329 23 1 23.0 +3.4 109,668 125,185 +14 “B 
some important advertising group.” . Houston, Tex. ... 43,130 609,770 743,468 36.0 21.9 306,474 397,654 + 29.5 
The AFA legislative co ittee is J. W. Cobb, Jr., partner in Gour- | Huntington, W. Va.. 222,753 252,580 247.719 11.2 1.4 122,627 122,140 04 : 
é; Bisiative commitee S!tain-Cobb Advertising Agency, | Indianapolis, Ind 562,198 611,590 611,072 8.7 0.1 262,962 305,872 + 16.3 pal 
engaged in a study of the dangers Chicago, has withdrawn from the | Jacksonville, Fla 285,838 283,388 294,812 3.1 +40 146,762 148,204 +1. wh 
and disadvantages of a general tax advertising business and all con- Jersey City, N. J 55,641 7 55,174 71,362 28.3 +29.3 25,204 28,081 11.4 wil 
on advertising. The findings will|tracts and obligations have been] Kansas City, Kan 108,136 114,842 103,964 3.9 2 45,661 £0,299 1s Fri 
be released shortly. assumed by the agency with A. S. oe Mi ee pkg he peg ti ght ¥ 7 : ian ane pret a ner 
a | Gourfain, Jr., as sole proprietor. etn eae ee po 917.276 984,077 835 558 g.4 438720 396.646 af ma 
|, Three accounts recently added by | pouisville, Ky 472,313 138,228 125,082 10.0 3.0 226,372 218,979 3 in 
Cattrell Advanced | the oes SES: Chas. Schwartz & Lynn, Mass 277,872 253,498 282,282 + 1.6 +114 139,090 153,272 10 
H. C. Cattrell, who became gen- |Co., Chicago, domestic textiles; Manchester, N. H 126,344 117,542 113,710 10.0 3.3 64,416 62,926 2 
eral anamer of the Artkraft & Imperial Methods Company, Forest Memphis, Tenn 867.570 TR&.872 107,008 $10.7 $5.4 191.352 216.986 134 Joi 
Cor a ies a enue val montha | Park; Hl, office supplies and equip- | Miami, Fla. 603,701 645,862 640,585 + 6.1 0.8 256,888 338,030 
—g ocr 8 ol eel i: ment; Initial-It, Inc., Chicago, | Milwaukee, Wis 560,911 476,190 551,867 16 + 15.9 283,468 278,474 I 
ago, has been elec ‘ice-presl- | leather specialties = " T TeET = a9 5007171 5107 We 
eather specialties. eapolis ; 5s 26,122 5. V2 202,17 210,7 a4 e 
dent. He formerly was with the | r specter a _ Pema ae I Hgts yee = aaa ' + 9 4 on 0 on ana gt n one Yo: 
Davidson Enamel Company, Clyde anette “eee tad SP ad @ 200 94119 142 143 sa 440 a cin } 
: - ieee fi : ’ . . New Bedford, Mass 110,096 110,306 126,112 +14 14.5 HOL186 62,846 44 pre 
Ohio. NBC Blue Gives Discount New Haven, Conn $25,318 358,428 23,188 + 30.1 +181 193,214 196,476 +17 par 
| A new discount policy, ranging | New Orleans, La... 689,084 816,931 678,246 1.6 17.0 367,979 315,954 14.1 of 
‘from 2% per cent to 12% per cent | New York, Nv Y shot dea db ae Py ot potted. — ~ eos met t+ co oe om 
2 1 7 . 7 1 4 on weekly gross billings, has been he oe ea Ry . San ane Sea eae toy re es sane “a2 baa +s con 
x announced for the Pacific Coast|-°.\°°™: °° ie aan one nae ama : sey wo dete 4 
. Oak lane ‘ 257,999 295,702 291,364 12.9 1 154,004 72,587 12 
SCHOOL TEACHERS regional Blue network of the Na- SShlabense cits Okla $74,262 249.676 252,084 32.7 +10 125 972 133 168 ‘ H 
SUPERINTENDENTS & PRINCIPALS | tional Broadcasting Company. The Gencka Neb. ETT TT ATT TERT Tae Te Tiki ato “T ; 
$445 per page. Classified, 25¢ a word.| new policy is described as another Seorta. UL. f 488.969 387.377 342 210 L0.8 +12 168.123 205,646 22 d I 
| step to establish the network as an | philadelphia, Pa 991,732 1,065,759 978,232 1.4 8.2 535,301 526,658 Lf the 
JOURNAL of the NEA independent unit for West Coast | Phoenix, Ariz 250,096 285,334 298,620 +19.4 +4.7 140,294 148,162 +5. the 
1201 16th St., N. W., Washington, D.C. | advertisers. Pittsburgh, Pa 665,392 675,962 666,512 + 0.2 1.4 337,218 358,134 + 6.2 Sel 
Portland, Ore $17,508 316,456 $12,426 1.2 30.3 141,190 238,294 one ing 
Reading, Pa B20,684 BIS SO4 287,420 10.4 9.9 149,158 163.086 -% me 
Richmond, Va 412,608 399,686 384,622 6.8 3.8 217,392 10.854 3. ie 
tochester, N. Y 514,919 37,783 $99,134 3.1 7.2 271,954 265,860 2 om 
Rockford, Ill 240,940 264,598 433,188 9.8 + 60.7 115,626 231,042 
| Rock Island-Moline, Tl 268,618 260,568 $15,282 54.6 -5o4 122,024 129,654 t 
h Sacramento, Cal 289,184 276,780 264,628 R. 4.4 29,220 134.806 ; 
vertising Typography ee canons Ses suiss, 60 gverso0soivicses, «= ge) ats dseis.=tastses 
‘San Diego, Cal /O8,O18 0.938 $20,592 17.2 +19.8 04.358 221,326 § 
Seattle, Wash 372,834 $39,628 $17,382 11 l 185,704 02 O48 
ony, is far more than just typesetting... South Bend, Ind 208,106 173,806 181,748 12.7 i 78,087 0,232 
. o I . th h be d ] "Spokane, Wash 244, 14e 233,688 216,356 11.4 7.4 109, 53¢ 106,988 
: SS t is an art that has been developed o:. touts. Meo 80.055 64.570 50.920 s 6.0 273,65 267,590 
. , & os, by advertising designers and typog- S. Poul, Mise 396,893 413.67 7.488 7.4 11.2 188.240 179,90 
a > > * 4 h ja th l t t t fi Syracuse, , t OF 228.109 OD 2 ».2 20.610 108.716 
F i > (~ raphers in e@ iast twenty-live years Tacoma, Wash ‘ 206,332 241,836 231,126 12.4 1.4 117,600 111,77¢ 
i Pa ‘ . o ‘a on - ” on 44 9” ’ RRE x o 4 4 , ” , 
ae PRINTING ... It is a very definite technique of eee wee, AS can koe or gt . 7 ey ort 
a e oro o,  & an 40.006 2G 50 W2.68. 8.8 ’ Jaf J 272,516 
, os handling that has been developed, troy, N. Y.. 132,202 126,910 137,690 12 . 61,222 67.914 
“ = ‘. | Tulsa, Okla 300,664 293,272 200,836 3.3 os 135,646 146,664 
. bounded by basic laws of space, mass, Washington D-< mTERT? TT WOTNTL = = aes heain 
. and color, a pattern if you please that Youngstown, © 241,766 263,462 251,261 3.9 i 134.704 127.746 
4 ; has been found to be most effective Total 33,376,402 $3,453,498 13,027,162 1] 13 IKS48,372 17,214,048 ‘ 
c ae in creating attention by having fine | 1 Chicago Herald & Exam. discontinued Aug. 28, 1939 lication Dee. 17, 1939 
- 2, d - aa di 2 Oklahoma News discontinued Feb. 24, 1939 Minneapolis Star and Journal merged Auge 
4 : appearance an inviting rea ing | $ San Diego Sun suspended publication Nov. 25, 1939 ' Newsday, new publication, launched Sept ‘ 
: ¥ by presenting the message in an 4 Atlanta Georgian and Sunday American ceased pub 7 Spokane Press discontinued March 18, 1% 
L orderly fashion that is easy to read. ; 
Names Burns & Potter New Frequency for WSPR Morris Bank to Klein 
MEMBER OF ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA Buell Mfg. Company, Chicago, WSPR, Springfield, Mass., has The Morris Plan Bank of 
maker of air horns and signals, has been authorized to change its fre- delphia has appointed Philiy Kile 
—e FAITHORN CORPORATION appointed Burns & Potter, Chicago, quency from 1140 to 1240 prelimi- | Advertising Agency, Philad } 
pe: DAY AND Ad-Setting + Engraving + Printing to direct its advertising. nary to going on full time. [to handle its advertising 
-_ 500 SHERMAN STREET - CHICAGO ° a ea MR ae js = P ; pr : 
SRLEPHONE WABASH 17820 Joins “Country Life J. H. Cahalin Moves Lehigh Cement Appoints | 
SERVICE J. Hayward Erickson, formerly J. Harold Cahalin, who has been Lehigh Portland Cement S 
with Harper's Bazaar and Photo-| with Marschalk & Pratt six years,| pany, Allentown, Pa., has ap! nte 
play, has joined the advertising| has joined Snow, Bates & Orme, Geare-Marston, Philadelph " 
staff of Country Life. Springfield, Mass., as art director. direct its advertising 
es ial " & ree = A Fa 3 ey, toe -, = : 
va ; i soe mia 5 a Md # us 
i , - .* wig 4 
ie ie é : 
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Peacock Heads BBB 
Sterling E. Peacock, vice-presi- | 

dent of N. W. Ayer & Son, has been 

}elected president of the Chicago | 


Hit Bonus Figure 
ie Radio Ratings =| Bett Wines Bureau, succeeding | 


New York, Jan. 15.—Eddie Can- Marshall Field & Co. 
tor is apparently struggling along P os 
on a $10,000 weekly salary these Joins Lee-Stockman 

ys, because his CAB rating dur- C. T. Southwick, who formerly 
da} : 
ng the three months he has been;headed his own agency in New 
on the air for Bristol-Myers has| York, has joined Lee-Stockman, 
not qualified him for a bonus. The New York. He was previously with 
sat? § pig RESP Mteraay, | ne Erickson Company, New York, 
unique contract drawn up betw — predecessor of McCann-Erickson. 
the comedian and Young & Rubi- natal 
cam, agency in charge of the show, 
provided for a weekly bonus of E. H. Long Advanced 
3200 for every point over a CAB m.. ee ee | mont —_— 
ps 7 ‘ axi- | director of Sharp ohme, Phila- 
rating Of 20, with 30 as a maxi delphia, has been elected a _ vice- 
president. 


Cantor Fails to 


mum 
In October, the first month the 


Gruen Ties Up 


with Pitkin, | 
Fashion Experts 


Cincinnati, Jan. 16.—A_ tie-up | 
with leading American fashion 
designers will highlight 1941 adver- 
tising by Gruen Watch Company, it 
was revealed here this week upon 
completion of a sales convention. 

Fashion creators whose testimo- 
nials will grace Gruen advertising 
include Hattie Carnegie, Anthony 
Blotta, Arthur Falkenstein, Valen- 
tina, Nettie Rosenstein, Philip Man- 
gone, Louise Barnes Gallagher and 
Orry-Kelly 

According to Teviah Sachs, vice- 


president, the 1941 campaign will 
be of record proportions. Multiple 
insertions, some in color, are slated 
to appear in eight general maga- 


zines, including Collier's, Esquire, 


Liberty, Life, The New Yorker, The 
Saturday Evening Post, Vogue and 


| You. 


The schedule also includes Chris- 
tian Science Monitor, and six pub- 
lications in the medical, engineer- 
ing and nursing fields. Newspaper 
and radio support will be placed on 


j}a cooperative basis with dealers. 


McCann-Erickson, 
the agency. 

A special spring promotion will 
be built around an original book 
by Prof. Walter B. Pitkin, author 
of “Life Begins at Forty.” The 


New York, is 


book is called “How to Get a Good 
Job and Hold It.” It will be made 
available to retailers for distribu- 
tion among. graduates of local 
schools and colleges at commence- 
ment time. 


To Sherman & Marquette 

Evelyn Lyman, formerly with 
World Broadcasting System, New 
York, has been named business 
manager of the radio department 
of Sherman & Marquette, New 
York. 


Seek $150,000 Ad Budget 


The Minnesota legislature is 
being asked to boost the current 
appropriation of $50,000 annually 
for tourist publicity by the state 
tourist bureau to $150,000. 


comedian’s listenership was meas- 
yred for Bristol-Myers, Cantor re- 
ceived a rating of 19.8. For No- 
vember this fell to 17.7, only to 
move upward again to 19.5 during 
December. 

If Cantor’s rating remains in this 
range, he will have received com- 
pensation of $390,000 by the time 
the 39-week contract expires. His 

- maximum take under the bonus sys- 
tem could have been $468,000. 


Armand Brings 
* | Out New Shave 
- | Cream, ‘Brisk’ 


2 Des Moines, Jan. 16.— Armand 
Company, maker of cosmetics, has 
entered the shave cream field with 
a new product, “Brisk,” building 
promotion on Tritanol, a coined 
name for triethanolamine, an 
I emulsifier, dispersant and moisten- 
ing agent so strong that it takes 
¢ — oil from a duck’s feathers, causing 
: ' it to sink in water. 
6.7 Copy points out that “it takes the 
I oil out of your whiskers and soft- 
ens them for quick, easy shaving.” 
a7 The first advertisement, appearing 
26 | in the Jan. 6 issue of Time, pic- | 
4.2 tured a duck sinking in water, ac- | 
companied by the observation that 
“Brisk” will “scuttle a duck.” 
04 A three-month introductory cam- 
6.! paign will be carried out in Time 
1 while an experimental campaign 
'" f) will be conducted in four San 
. ' Francisco and three Los Angeles 
9 newspapers. The product is being 
a marketed in 60-cent jars and 50 
and 25-cent tubes. 


Joins Associated Sales 


Ls H. G. Christensen, formerly with 
re) West Coast Sound Studios, New 
5.7 York, has been appointed vice- 
4.4 president of Associated Sales Com- 


pany, Detroit. He will be in charge 


of the motion picture department 
0.9 and will serve as manager of the 
6 company’s new New York office. 
‘' | H.E. Seidel Joins Agency 
+ Harold Earl Seidel, secretary to | 
ai the local advertising manager of | 
Af the Washington Post, has joined | 
6.2 Seidel Advertising Agency, Wash- | 
77 ington, as office manager and a 
member of the firm. A 7 TI F 
‘ 
At the top of your list, as your best customers, stand America’s 
sportsmen. Ass a group or as individuals, they demand most in 
+ the way of quality . . . they recognize most readily the advertised 
COLLINS merchandise you put before them. 
MILLER & Whether it's tobacco, sporting equipment, liquor, apparel . . . 
if it’s quality, American sportsmen will be first to recognize 
HUTCHINGS it, first to show their appreciation in dollars. 
You can reach this market most efficiently through this 
market's favorite quality magazine. 
- lowest cost per page per thousand in the sporting field, 
SPORTS AFIELD is your 
uM No. 1 brand conscious market. 
PHOTO-ENGRAVERS 
im cmICAGD §PORTS /\FIELD 


444 MADISON AVE. 


Today, with the 


“open sesame to America's 


NEW YORK CITY 
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union’s offer to contribute $100,000 | B-S-H Research | 
to the promotion fund on condition ss 
that the label in each dress bear the | Department Divided 


"i " “aap . ‘ 7 . ert, Inc., 
Union Promotion agreement and representatives of | ILGWU insignia and that the union Dg eye pt Tm | 
the union and employers went into! label be included in all advertising ; 


: department into three autonomous | 
Plan for Dresses immediate conference on the sub- | copy and other literature. P 


divisions. Robert F. Elrick has been 
New York, Jan. 16.—The $1,500,- | ject today. The existing agreement| J. Walter Thompson Company |appointed research director; Wil- 
000 dress industry promotion pro-| expires Jan. 31. A total of 85,000| handled the preliminary research | Jiam Jost, Jr., director of merchan- 
gram suggested by the Dress Joint) workers and 2,100 employers are | which formed the basis for the|dising, and Carl E. Wolf, Jr., di- 
Board of the International Ladies’ | affected. | union’s proposal. |rector of copy testing. 
Garment Workers Union moved a| In announcing their acceptance —— 
step closer to realization today|of the promotion plan the boards| Preload to Rickard 
when the governing bodies of the|of directors of the three manufac-| pyejoad Company, Boston, de- 
signer and builder, has appointed 


Favorable action on the proposal 


|cleared the way for the start of 
| negotiations for a new collective 


Ind ustry Accepts 


Wilson Joins Reiss 

Bertram F. Wilson, formerly with 
Abbott Kimball Company, _has 
Rickard & Co., New York, to direct joined Reiss Advertising, New 
its account. York, as account executive. 


three manufacturers’ associations | turers’ groups indicated that some 
involved voted to accept the union’s| of the details will be subject to 
recommendations. | further consideration, including the 


NYWHERE you go~ and the sky’s the limit! you’ll discover this: 
More people read the news— think about the news 
the news, than ever before. No wonder, with a world in fiames... with democracy 


are curious about 
at stake . . . with national defense, labor, politics touching our own daily 
lives! And so— people buy news magazines like NEWSWEEK, because they 
want news about the news. They read ’em for the same reason. And when 
we say read, we mean READ! Just watch ’em! Today no other type of 
magazine gets so close and so thorough a reading as the weekly news magazine. 


When you reach a market where people buy a publication because it’s a 
necessity, you’ve found a market (the news magazine audience) that pays 
attention to what you, as an advertiser, have to say! 


That’s where NEWSWEEK enters your selling picture. For NEWSWEEK 
offers its more than 430,000 intelligent, influential readers a unique, exclusive 


editorial formula: News plus News Significance . . . Authoritative Signed 


Opinion . . . Periscope’s News Forecasts! 


No wonder, then, that NEWSWEEK ended the year 1940, up 46°% in linage, up 
90% in revenue, over the year 1939. 


Newsweek 


A WELL-INFORMED PUBLIC IS AMERICA’S GREATEST SECURITY 


LL ddless Lo * witsd ot the HEADLINES — Newsweek on the ait every 
Thursday night, 10-30 £.S.1.;9:300.S.1.; 7:30 P.S.1. NBC Blue Network stations 


Wil = New York WMAL Washington WXYZ Detroit 
WBZ Boston es aces 4 nee 
WEBR Buffalo KXOK St Lows 
ng —— KDKA Pittsburgh 
wiagepor WHK Cleveland 
WNBC Hartford WTOL Toledo 
WIL Philadeiphia 


WSA! Cincinnati 
WBAL Baltimore WARKR Akron wR 


KFRU Columbia, Mo 
KGKO Ft. Worth-Datlas 
KGO San Francisco 
KECA Los Angeles 
Seattle 
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/size Beech-Nut cigarets, 


| bonus smoke for thrifty folk.” Such 


jan 


—— $$ EE 


Invade New York 
with Beech-Nut, 
Lorillard Smoke 


New York, Jan. 16.—Advertising 
of P. Lorillard Company’s new king- 
confined 
since their introduction a month 
ago to upstate New York cities 
spread to New York City this wee,’ 
Although tests in Buffalo, Rochester 
and Syracuse have involved the use 


'of both radio and newspapers, only 
/newspapers are being used here. 


Copy promotes Beech-Nut as “the 
headlines as “New Cigaret Hands 
Out Bonus” and “A Bonus for Yoy 
in Every Pack” stress the price ap- 


| peal. Advertising discloses only that 


|“they cost you less than ordinary 
size, regular price smokes,” but 
Beech-Nuts are selling here for 13 
cents a package, two for a quarter. 
The price will vary in other states 
due to different taxes, but they wil] 
sell in the 10 cent class. 

Some surprise was occasioned in 
the trade by the fact that Lorillard 
used only three-column, five-inch 
space to announce its new product 
here. The small profit margin on 


| cigarets in this class made a bigger 


splurge unwise, a company spokes- 
man indicated. Lennen & Mitchell 
has the account. 


Ediphone Copy 
to Continue Use 
of Testimonials 


N. J., Jan. 15.— 
featuring time- 


West Orange, 
Testimonial copy 


saving properties of Ediphone ma- 
to highlight 
Ediphone di- — 


lin 


‘chines will continue 
jadvertising by the 
vision of Thomas A. Edison, Inc. 
it was revealed here following a 
|sales meeting. 

Media plans for 1941 will follow 
closely schedules used in 1940. Six 
| magazines reaching business execu- 
|\tives— American Business, Busi- 
|ness Week, Forbes, Nation’s Busi- 
ness, Newsweek and Time—will be 
j}used in addition to 19 business 
|papers, nine of them in the school 
| field. 

D. E. Robinson, general manager 
|of Federal Advertising Agency, New 
York, outlined 1941 promotion 
plans at a dinner which culminated 
\ five-day sales conference. 

| 


Luther Heads Ad Group 


J. P. Luther, Americus Times- 
|Recorder, has been elected presi- 
|}dent of the Georgia Daily News- 
| paper Advertising Association. 
|Other officers are: vice-president, 
John A. Davis, Albany, and secre- 
| tary-treasurer, R. J. Alander, Co- 
| lumbus. 


FM for Chicago 


Columbia Broadcasting System 


jand Station WJJD have been Thi 
‘authorized to establish frequency or 
modulation stations in Chicago. cunt 
|This brings the total number of int 
stations authorized for full FM rg 
commercial service to 30. _ 
mon 
. Cc 
Annual Meeting of 
Inlanders Feb. 18 
The annual meeting of the In- 
land Daily Press Association will 
be held at the Hotel Sherman, 


Chicago, Feb. 18-19, Secretary John 
L. Meyer announced. 

| Round-table discussions 
|given the right of way. 


Patton Joins Hensler 


will be 


William H. Patton, formerly =ales 
executive of Oldetyme Distillers and 
Pabst Sales Company, has been 


appointed general sales manager of 
Joseph Hensler Brewing Company, 
Newark, N. J. 


Woodell to NBC 


S. F. Woodell, advertising iam- 
ager of Packard Motors Export 
Corporation, Detroit, since 1931, 
has joined the international «Vv! 


sion sales staff of NBC. 


Furnace to Ridgway 


The St. Louis Furnace Con 
|has appointed the Ridgway ©°™ 
pany, St. Louis, to handle its acd\°'- 
tising. Business publications 
direct mail will be used. 


ny 
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PHOTOGRAPHIC REVIEW OF THE WEE 


“FIGURE LINE FLOWS RIGHT DOWN TO TOES" 


COMPLETE WINDOW DISPLAY SUPPLIED FOR NEW WHISKY 


This complete display, for the new Powder Horn blend of G. F. Heublein & Bro., 


Hartford, consists of a three-piece 

An inside counter display, shown in the 

Lithography was produced by Forbes Lithograph Company. Lavin Company, Boston, 
is the agency. 


lithographed display, wall cards, 


bottle top cards, and special wooden plaques. 
left hand corner, 


is also provided. 


Latest addition to the line of garments that “revolutionizes figure control''—a 

_ line now several thousand garments long—is this Playtex girdle with both girdle 

and garters made in one smooth, seamless piece. It is a product of International 
Latex Corporation, New York. 


MISS VISKING FOR SAFETY 


CENSOR ADDS INTEREST TO FRIGIDAIRE ANNOUNCEMENT COPY 


WATCH THE FAVORITE - 


* oa ca J 
i- 
WTC. 
SS ) 4 a 
0] 
er Watch for announcement of the most spectacular from coast to coast. Brilliant new models, new 
Ww line of refrigerators and electric ranges ever offered advertising and new selling plons—all strategi- 
yn to the buying public. Now being introduced to cally designed to increase further the predomi- 
ed Frigidaire Dealers in factory-conducted meetings nant sales leadership of Frigidaire Dealers in '41! 
Parascs f ELECTRIC RANGES 
ge 1. Brilliont New | Beauty! . . |. Brilliont New Beouty! pal sanen Vente, anneal } 
- 2. Mor Usetl Thon & S lietlieactieaatia i eet 
s° — — ee. mm ace 2. More Usetul- Foster! —_ = 
on. ; eters ——_ eked Nita Fo — a os 
m, : oe te Ee ee ED 0: iis Rath MhettD acn cxscnenh haainaiecmy th 
re- > ca GaP GD ons GND mre chcees, Basten ah 
‘O« | 4. Sensational New Values! ” 
ety ee : eS oe 
oo ene eee semen Seectenem’ 
~ 
yA 
_ This is one of the four advertisements 
en . is 8 * * 
a This gal performed the exceedingly diffi- for use in local safety drives prepared The same Leadership in (fection that sold over 600,000 refrigerators in 1940 SCORES AGAIN IN ’41! 
go. cult feat of representing the skin of a by Ted Patrick of Young & Rubicam, 
of tinless frankfurter at the Visking sales and presented editorially in the Jan. 14 
eM convention. As "Miss Visking,” she did issue of Look. They feature the slogan, This two-color spread in business papers precedes the announcement to dealers of the new Frigidaire line, its size, features, 
‘*e announcing and the master of cere- “Care Today—Here Tomorrow.” Here and prices. As can be seen, every important detail is blocked out in true war-time censor fashion, leaving a more or less 
monies job in the first dramatized sales ladies are referred to truck drivers to meaningless jumble with extremely high curiosity value. The copy appeared in January issues of a dozen business papers, 
convention the company has held. learn driving manners. and the “censored” words are now being revealed to dealers at meetings being held throughout the country. 
i McAVITY FETED ON JUMP FROM ONE COAST TO THE OTHER PREVIEW OF UNUSUAL PREVIEW PROCEDURE 
vill 
an, 
yhn 
be 
iles 
and 
een 
of 
ny 
, VESION 
jan- 
port —_—. 
931, 
livi- 
nv Joe Neebe, Campbell-Ewald vice-president and executive on the Chevrolet ac- 
me count, shows the Dealers’ Advertising Council how Chevrolet pre-tests its outdoor 
r- Thomas A. McAvity, manager of Lord & Thomas’ Hollywood office for many years, was tendered a gale farewell dinner posters. He's pointing to a blow-up of a photograph showing Chevrolet ad 
nd ‘tis month in celebration of his promotion to an L&T vice- presidency and head of radio, with offices in New York. His 


manager C. P. Fisken and himself looking out of the agency office window at the 


“ollywood position will be taken by Norman Morrell. Left to right in this picture are Danny Danker, J. Walter Thompson test posting atop the Research bldg., across the street. 


They're comparing 
"ee-president: Don Belding, L&T vice-president and Los Angeles manager; Mr. McAvity; Bernie Milligan, Earle Ferris 


the posted paper with the original comprehensive sketch in an interesting slant 
Associates; Mr. Morrell; and Bob Hope. on advertising procedure. 
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... right where 2c AMERICAN HOME has 


the heaviest concentration of circulation 


of any major magazine in America! 


CCORDING to preliminary Census figures, 
America’s suburban population now totals 
24,534,444. The 12% suburban gain since 1930 
was over twice as rapid as the rest of the U. S.! 
Further proof that America is turning to the 
satisfactions of ‘‘at-home” living is the 16% in- 
crease in number of U. S. families . . . from 30 
million in 1930 to almost 35 million in 1940. 


Are your 1941 Sales and Advertising planned 
for America’s richest, fastest growing family 
market? 


Manufacturers wishing to insure their cover- 
age of this market are turning to The American 
Home. Its spectacular rise to over 2,000,000 
circulation has been a cause as well as a result 
of America’s migration to the suburbs. Although 
63% of its circulation is in America’s ninety- 
four metropolitan markets of over 100,000 
population, it’s a// among real “at-home” fam- 
ilies in residential neighborhoods. 


Every advertising dollar in The American 
Home is concentrated on more homes in metro- 
politan suburbs, and more families earning 
$1000 or better, than any other major magazine. 


The American Home Market Book offers manufacturers 
and their agencies the latest available data on popu- 
lation, retail sales, buying power, etc., for America’s 
94 Metropolitan Markets and their suburbs. New mate- 
rial based on 1940 Census figures is being released as 
rapidly as possible, including a parallel study of the con- 
centration of circulation of all major magazines. Address: 
The American Home, 444 Madison Avenue, New York, N.Y. 
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